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The secret of Jefferson Super-Lag per- 
formance lies in the lag plate which 
is a part of the Super-Lag link. This 
plate delays the normal fuse action, 
provides a time interval or lag. This 
time-lag prevents the fuse from blow- 
ing on harmless temporary overloads— 
saves needless shutdowns and link re- 
placements, 
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There is a sales opportunity for you in the high cost of your 
customers’ STOPPED hours. For useless stops are radically 
reduced by fuses which protect TIME along with motors. 


Jefferson Super-Lag Renewable Fuses protect time because 
of their lag method of overload protection of motors. Harmless 
momentary overloads or surges are not permitted to stop the 
machines—yet on dangerous prolonged overloads the motors 
are cut from the line and saved. 


Sell protection against STOPPED HOUR losses as well as 
against motor burnouts by recommending Jefferson Super-Lag 
Fuses—all capacities, knife-blade and ferrule types. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
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A NEW BUSINESS BOOSTER FOR BRYANT DISTRIBUTORS! 
TRIPLE THE POSSIBILITIES OF A SINGLE GANG! 
UNLIMITED COMBINATIONS! 



















THE BRYANT INTERCHANGE- 
ABLE “IL” LINE RENEWS TO 
BRYANT DISTRIBUTORS THE 
PLEDGE FOR A COMPLETE LINE. 


BRYANT “IL” DEVICES ARE 
NEEDED FOR HOMES, APART- 
MENTS, OFFICES, INDUSTRIALS, 
APPLIANCES, AND FOR MODERN- 
IZATION. 


COMPLETE FLEXIBILITY 
(PATENTED). 


STOCKING ECONOMY. 
RUGGED CONSTRUCTION. 
FULLY APPROVED. 


RETAILED THROUGH ELECTRI- 
CAL CONTRACTORS AND DEAL- 
ERS EXCLUSIVELY. 


~ BRYANT 
tL LINE 





BE READY FOR THE DEMAND. ORDER A STOCK ,NOW. 


re R y A N T Superior BRYANT ECT Devicer 
Nhe 28 by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 





MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888... MANUFACTURERS OF HEMCO PRODUCTS 


NEW YORK 60 East 42nd Street . CHICAGO 844 West Adams Street . . 
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A Second Selling Job 


paign to obtain adequate margins from 

manufacturers was launched at the 
spring meeting of the Mohawk Valley Club, 
which is reported on page 19. The resolu- 
tion which was passed at Syracuse proposes 
to the manufacturers that, in making up their 
resale schedules, they provide the wholesaler 
with a margin of at least 10 per cent on 
direct shipments and 20 per cent on ship- 
ments from warehouse stock. 


Insufficient margins are the “pet peeve” of 
the Mohawk Valley group, and they have 
been preaching the gospel of an adequate 
profit rate for many months, and so has the 
NEWA and so have the local wholesaler 
groups in New York, Philadelphia, Boston, 
Chicago, Detroit, Minneapolis, Seattle and 
other cities, both individually and through 
their National Council. 


This pressure, which has been brought to 
bear on the manufacturers from so many 
different directions, has already produced re- 
sults. An outstanding example is the’“Safe- 
cote” wire schedule which we cited last 
month. While this schedule may not entirely 
meet the desires of the wholesalers, it should 
very materially boost the wholesaler’s profit 
rate on rubber covered wire which, hereto- 
fore, has probably been one of the whole- 
saler’s most unprofitable lines. 


T HE latest drive in the wholesalers’ cam- 


There is no question but what wholesalers 
have succeeded in awakening manufacturers 
to a consciousness of the need for adequate 
wholesaler margins. However, some manu- 
facturers have expressed a fear that, should 
they provide their wholesalers with too large 
a margin, this action on their part would only 
encourage chiseling among the wholesalers 
themselves. This might be true if they gave 
the wholesaler a minimum profit of 30 or 40 
per cent, but the wholesaler cannot afford 


to chisel on a margin of 10 per cent on direct 
shipments and 20 per cent on orders filled 
from warehouse stock. 

Thus, while the electrical wholesaling 
trade has made commendable progress in 
selling the manufacturers on their need for 
better margins, it is apparent that they have 
a second selling job to do—to convince the 
manufacturers that, given better margins, 
they will not chisel. 

When a manufacturer establishes a resale 
schedule, he is bound under his Code to ad- 
here to it. When this schedule provides an 
improved margin for the wholesaler it indi- 
cates that the manufacturer is endeavoring 
to assist the wholesaler in placing his busi- 
ness on a sound basis... He has recognized 
the value of the services performed for him 
by the wholesaler and has provided adequate 
payment to the wholesaler for these services. 

If the wholesaler, through shortsighted- 
ness or hunger for an immediate order, gives 
away part of the compensation provided for 
him by the manufacturers, then the manufac- 
turer has but one choice—to revise his resales 
downward. Should this occur all the good 
which has been accomplished by the various 
wholesaler groups in selling manufacturers 
on the need for better margins will be un- 
done. 


HUS it is quite apparent that, when a man- 

ufacturer establishes a resale schedule 
that provides a fair profit for the wholesaler, 
the permanence of this schedule rests with 
the wholesalers themselves. The fears of the 
manufacturers will soon be removed if every 
electrical wholesaler, large and small, adopts 
as his slogan “I Reruse To CHISEL,” and 
then lives up to it. 
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Tie in with GENERAL ELECTRIC 






Ist WEEK 


NO AD 
DISPLAYED 


28 


LAMPS SOLD 


2ND WEEK 


AD 
DISPLAYED 


241 


LAMPS SOLD 


How 
GENERAL 
ELECTRIC 


is helping you 
and your dealers 
RY 2 
lamps 


advertisements. 


THE test recorded was made over a period of 
one month. 


Three out of every five purchasers picked up the 
lamps they bought . . . from the display. 


Another store increased its lamp sales from $3.60 


to $24 during the week it displayed the current 
lamp advertisement. 


And still another store increased the volume of its 





Tell Your Dealers To Do These 3 Things and 
You and They Will Both Sell 
More Lamps 


1, Put in a General Electric Mazpa lamp display every 
time they receive it. 

2. Take one of our current MAzpa lamp advertisements 
and build a massed display of General Electric MAZDA 
lamps around it. 


3. Ask people to buy. Every home needs more and 
higher wattage lamps. 











General Electric invites you to visit its exhibit in the Electrical Building 


at the Century of Progress 


The record above shows what 
happened when a typical lamp 
agent massed displays of best 
selling MAZDA lamps around 
General Electric MAZDA lamp 


MAZDA LAMP advertising 


... IT PAYS 


3RD WEEK 


‘ 4TH WEEK 
NO AD : 


DISPLAYED AD 
| DISPLAYED 


60 


LAMPS SOLD 


25 


LAMPS SOLD 





lamp sales 93% by the use of the G-E lamp adver- 
tisement on the counter with a quantity of lamps. 


Tell your dealers to use this idea to build their 
sales, to sign ¢hezr name to G-E advertising. There 
are thousands of empty sockets and burned out 
lamps in the homes of their customers. Help them 
get their share of this business. General Electric Co., 
Nela Park, Cleveland, Ohio. 


Your 


customers 





look 
for 


mi 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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Changes in NRA Personnel 
Delay Code Approval 


salers are still without their code. Responsi- 

bility for the delay, however, lies with NRA 
and not with NEWA. Managing Director Tolles has 
been in Washington almost constantly fighting for a 
favorable decision on the “underselling manufacturers” 
clause in the proposed Electical Wholesaling Code. 

NRA personnel appears to be in a constant state of 
flux. During the past few weeks there has been an- 
other complete change in the officials assigned to this 
code. H. O. King has been appointed to the Code 
Authority for the Copper Industry and has been suc- 
ceeded as Division Administrator by R. H. Houston, 
formerly vice-president of the International Business 
Machine Co. Deputy Administrator Crockard has re- 
placed Dr. Dameron and Assistant Deputy Administra- 
tor Schroeder has been followed by E. O. Mather. 

Thus Mr. Tolles, during June, had to start all over 
again in his efforts to sell NRA on the necessity for 
including a provision forbidding wholesalers from sell- 
ing below the resale schedules established by the manu- 
facturers. As the Code will be a supplement to the 
General Wholesaling Code, which is now in effect, the 
recent NRA ruling against price provisions in new 
codes will probably not apply to the electrical whole- 
saling code. 

As this is written, the latest report of Mr. Tolles to 
the Code Committee of NEWA indicates that he is 
well on the way to securing the approval of the new 
group of administrators and that then only the final 
hurdle, the Policy and Review Boards, will remain. 


\ NOTHER month has passed and electrical whole- 


Thus, thanks to the persistence and aggressiveness 
of Mr. Tolles, there is still good reason to believe that 
electrical wholesalers will soon have a code of their 
own. 


v 


Leadership 
in Radio 


HROUGH its recent accomplishments the Radio 

Wholesalers Association has very definitely assumed 
the leadership of the entire radio industry. After 
months of strenuous effort on the part of its Code 
Committee, a separate supplemental code is now in 
effect which has been drawn to meet the specific prob- 
lems of the radio wholesaling trade. 

Now the radio manufacturers have followed the lead 
of the wholesalers and submitted to NRA an inde- 
pendent code for the radio manufacturing industry, a 
code that has been carefully drawn to tie in with the 
radio wholesaling code. Until this new code is ap- 
proved the radio manufacturers, although not members 
of NEMA, will continue to operate under the code for 
the electrical manufacturing industry. 

Again assuming the leadership of the radio industry, 
the wholesalers have launched their Five Point Plan 
which they proceeded to sell to the manufacturers dur- 
ing the joint RMA-RWA Convention in Chicago last 
month. <A special committee has devoted weeks of 
effort to the working out of a practical sales promo- 
tional activity designed to awaken the public to a realiz- 
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ation of the importance of radio in our present day 
existence and also to develop an appreciation of the 
superior reception afforded by the modern radio re- 
ceiver. Savings which will be affected by the elimina- 
tion of wasteful trade practices under the code should 
be far greater, the committee has pointed out, than the 
cost to the industry of supporting the Five Point Plan. 

Electrical wholesalers, some 40 per cent of whom 
handle radio, have been withholding their support from 
RWA, apparently preferring to sit back and await devel- 
opments and perhaps feeling that they could not afford 
to support both NEWA and RWA. To the General 
Electric Supply Corp. belongs the distinction of being 
the first large electrical wholesaler to recognize the ac- 
complishments of RWA and to affiliate itself with that 
Association as a member. Similar action by the Gray- 
bar Electric Co. appears imminent in view of the tele- 
gram received at the Chicago convention from D. H. 
O’Brien, Graybar’s general merchandising manager, 
which is quoted on page 9. 

Although only 20 to 25 per cent of the radio volume 
that goes through wholesaling channels is sold by elec- 
trical wholesalers, nevertheless, the volume of their 
radio sales exceeds that of any single electrical supply 
line except incandescent lamps. And, as the Five Point 
Plan becomes effective and as wasteful trade practices 
are eliminated, both their radio volume and their profit 
rate should show substantial gains. 

In recognizing and supporting the Radio Wholesalers 
Association, the General Electric Supply Corp. has set 
an example for every electrical wholesaler who takes 
his radio business seriously and who wants to do his 
share in promoting sound practices in the radio whole- 
saling trade. 


v 


A New 
Trend 


T the recent convention of mill supply distributors 

in Cincinnati, it was proposed that the structure 

of their national association be changed to provide for 

membership by local groups rather than by individual 

supply houses. The suggestion received serious con- 

sideration and a special committee was appointed to 

thoroughly investigate the possibilities of thus re-vamp- 
ing their association. 

While more than 150 radio wholesalers attended the 
RWA convention in Chicago last month, probably an 
additional 150 were represented by delegates who had 
been duly authorized to represent the local trade in 
their respective districts. Practically the entire south, 
southwest, northwest and Pacific Coast were represent- 
ed by such delegates. 

The large national convention, with individual mem- 
bers from all parts of the United States in attendance, 
appears to be of the past. The real work at national 
conventions is not accomplished at the general sessions, 
but in the committee rooms where small, workable 
groups take off their coats and get down to facts on 














the specific problems which have been assigned to them. 

In the good old days of plenty, scores of electrical 
wholesalers journeyed to Hot Springs each year to 
play golf and have a general good time with fellow 
wholesalers from all over the country. But the de- 
pression has changed all that and few wholesalers today 
have the inclination to devote a week to the Hot 
Springs type of convention. 

Under the NRA the wholesalers’ problems are 
largely local and electrical wholesalers have already 
established strong local groups in many cities. The 
actual work of code administration must be done by 
local agencies or commissions, with the Divisional Code 
Authority coordinating the work of these local agen- 
cies, issuing explanations of code provisions and acting 
as the contact agency between the trade and NRA. 

Local associations and local code agencies must work 
in close harmony. This will tend to increase the 
strength and importance of the local association. As 
the individual wholesaler derives more and more bene- 
fit from supporting his local association, his interest— 
as an individual—in the national association will con- 
stantly diminish. 

There will always be a need, however, for a strong 
national association to parallel the work of the Divi- 
sional Code Authority by coordinating the work of the 
various local associations and making it possible for 
electrical wholesalers, nationally, to present a united 
front in their dealings with the manufacturers and 
other branches of the electrical industry. 

Could not this work be accomplished more effectively 
by duly appointed delegates from each local association 
empowered with the authority to act for all the whole- 
salers in their district? 

There appears to be a definite trend in the distribut- 
ing industries toward national trade associations which 
are federations of local associations and which have no 
individual memberships. Is it not possible that, in the 
not far distant future, the members of NEWA may 
decide upon changes in line with this trend, and simi- 
lar to those now under consideration by the mill supply 
distributors? 


Vv 
Consigned 
Stocks 


i ia following thought, which was recently expressed 
by a veteran of the wholesaling trade, we believe is 
well worth passing on to our readers: 

The wholesaler who does not carry consigned stocks, 
but who purchases his inventory outright stands a loss 
on price declines whereas his competitors, who carry 
consigned stocks and who very often lack the capital 
to purchase their stocks outright, are protected by the 
manufacturer on such price declines. Is this fair to 
the wholesaler who has the capital and who prefers 
not to handle consigned stocks? Does it not compel 
him, in fairness to himself, to go to consigned stocks 
and thus pass back to the manufacturer the burden of 
inventory investment? 
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‘We Must Have Confidence 


President J. S. Tritle of the National Electrical Manufacturers Associa- 
tion reviews the progress of industry under the Recovery Act. He as- 
serts there must be removal of uncertainty if American business is to 
gain that confidence in Government which is essential to full recovery 


& REAT progress has been made, 

a different philosophy born, 
since a year ago. Individual 
prerogative has given way to code oper- 
ation. The influence of government is 
felt more and more in every phase of 
life. For the present at least we must 
take cognizance of this. 

We have had a period of about seven 
months to see how code operation 
would work out. The Recovery Act 
has accomplished a great deal since. 
The country has partially come out of 
the doldrums, and has a fair degree of 
prosperity. The codes themselves have 
helped to remedy some of industry’s 
major ills and have corrected much 
deadly price competition. This may be 
challenged, but I believe it true. Many 
companies have turned losses into slight profits and many 
companies that were making but little return on their 
investment now begin to show fair profits. But, while 
purchasing power has been increased in certain quarters, 
it is to a great extent off-set by higher prices of com- 
modities. 

However, the operation of the Recovery Act has re- 
sulted in greater prosperity in certain classes of industry 
than in others. The consumption goods industries have 
fared much better than either the durable or the service 
goods industries. Between adversity and prosperity there 
is only about 10 or 12 per cent difference in employ- 
ment in the consumption goods industry. Today there are 
only about 800,000 unemployed in that industry, as con- 
trasted with approximately 6,000,000 unemployed in the 
durable goods industries and 4,000,000 in the service 
goods industry. Obviously, the need now is to get men 
back into employment in the durable goods industries. 
This will automatically return men to the service goods 
industries because their operation depends so largely on 
durable goods activity. Marked improvement can be ex- 
pected if the report of the Durable Goods Industries 
Committee is accepted by the Government and put into 
operation. 

Confidence in the future is the key which will unlatch 
the purse strings and loose the purchasing power of the 
nation. Confidence started us on our march from depres- 
sion. Now, again, confidence in our governmental struc- 
ture and law-making bodies must be assured if American 
business is to proceed with planning the balance of the 
program to full recovery. Removal of uncertainty will 


*From the Presidential Address delivered by Mr. Tritle be- 
fore the NEMA Spring Conference at Hot Springs on May 21. 
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start programs of plant expansion and 
rehabilitation throughout the nation. 
This means money expenditures which, 
in turn, stimulates employment and 
purchasing power. However, the un- 
certainty that now hangs over Ameri- 
can business because of certain threats 
of inequitable legislation may call a 
stop to our forward progress unless we 
all band together to prevent its hap- 
pening. 

President Roosevelt has pointed out 
that fear would paralyze the nation. 
In normal times confidence, the con- 
verse of fear, rules our economic life: 
it is the basis of every commitment, 
business or private. The foundation of 
our national recovery must be confi- 
dence, not alone that breakdown of 
business has been averted, but that the American princi- 
ple of individual initiative in all legitimate activities and 
private enterprise will be unimpaired. 

The revival of industry, the reduction of unemploy- 
ment, hinges on the flow of capital into private industry. 
This depends upon increased confidence. The indi- 
vidual investor must be given confidence that legitimate 
business ventures will in the end return a fair profit. 
Business today labors under too large a degree of un- 
certainty. It requires much individual enterprise and 
courage, combined with judgment, to face unknown fac- 
tors when they cannot be accurately anticipated with some 
accuracy. From now on every act, decision, judgment 
or piece of legislation which will add to uncertainties, 
should be frowned upon. Establishment of the essential 
condition of confidence is the immediate and imperative 
task before the country today, because the hazards of 
business must be balanced by some fair return on invest- 
ment, else there can be no possibility of investment. 

Electrical people, as a whole, are the squarest you will 
ever find since they have long held to the principle of 
being their brother’s keeper in mutual interests, and to 
try to aid rather than oppress the smaller manufacturers 
of the industry. 


HERE must be confidence in our Government and 

Government must have confidence in industry. That is 
the only way we can prosper. Lots of things confront us— 
perhaps even more serious than we have seen. There is 
need to have brave hearts. We must use the best brains 
that we have. Cooperating and coordinating our work 
with Government, we will see the way through to a safe 
and sane prosperity once more. 














Radio Wholesalers Discuss 


Code Administration-- Sales Promotion 


General Electric Supply Corp. among new members announced at RWA 
convention in Chicago. Delegates from 40 states attend conference 
of District Agencies. Five Point Plan endorsed by both RWA and 
and RMA. Parts and accessory distributors join Association as a group 


ARD work and long 
H hours were the order of 

the day during the 
Eighth Annual Convention of 
the Radio Wholesalers Associ- 
ation held at the Stevens 
Hotel, Chicago, from June 11 
to 14. Starting with breakfast 
sessions and extending through 
the entire day, there was a 
continuous succession of open 
sessions and closed sessions, 
joint sessions and conferences 
with the radio manufacturers, code authority meetings 
and District Agency conferences. 

The fact that the convention of the Radio Manufac- 
turers Association was held at the same time and place 
made possible a close coordination of activities which 
brought forth the statement from F. D. Williams, re- 
tiring president of RMA, that “radio manufacturers and 
wholesalers have at least shaken hands and started to 
work”, Encouraged by the success of the radio whole- 
salers in securing a code of their own, members of the 
RMA (who are now operating under the electrical man- 
ufacturing code) appointed a code committee which pro- 
ceeded to draft an independent code for the radio manu- 
facturing industry for submission to NRA. 

Discussion of the Radio Wholesaling Code and the 
Five Point Plan for the promotion of radio dominated 
all of the wholesaler meetings. Officially appointed dele- 
gates were present from 40 local District Agencies and 
one entire afternoon was devoted to a discussion of the 
work of local administration of the code, led by David 
M. Trilling. 

The joint open meeting of the two associations, held 
on Tuesday morning, was addressed by Hon. Edward 
J. Kelly, mayor of Chicago, Judge Andrew A. Bruce, 
chairman, Illinois State Compliance Board, NRA, and 
Homer J. Buckley, president, Buckley Dement & Co. 
Judge Bruce emphasized that the future of NRA de- 
pends upon what the employers, employees and consum- 
ers of America choose to make it. He predicted less and 
less regulation from Washington and more and more 
regulation from within the industries themselves. “The 
test of NRA”, he said, “is not government enforcement 
because there will never be sufficient policemen and de- 





James Aitkin 
retiring president 


tectives to compel adherence. 
It is rather whether industries 
and consumers will abide by 
code provisions. The solution 
of our economic problems will 
come through cooperation be- 
tween industries and between 
employers and employees, 
rather than through compul- 
sion.” 

Mr. Buckley stated that the 
old way of doing business has 
undergone drastic changes in 
the last few years and predicted many more, some of 
them revolutionary. “Are you definitely planning how 
to sell by knowing your markets and channels?” he 
asked. Urging the substitution of facts for guesswork, 
he credited research with having provided the greatest 
contribution to the business upturn. “Plan, check, exe- 
cute—this is the routine of business management,” he 
said. “Not enough checking of results is done to key 
up organizations to enthusiasm, Many concerns are 
afflicted with the worst disease in the world, the disease 
known as complacency.” 

Service was defined by Mr. Buckley as the spirit of 
an organization, “that intangible spirit of good will that 
causes customers to come back again. It consists of 
giving the customer what he pays for, plus a lot of other 
things that he does not pay for but which cost the giver 
nothing.” In concluding his address he emphasized that 
profitable business rather than volume is the real measure 
of achievement. 

At the open meeting for the entire radio wholesaling 
trade, held on Tuesday afternoon, the radio wholesaling 
supplemental code was discussed by Benjamin Gross. 
Mr. Gross stressed the fact that the machinery being set 
up for the administration of the code would be perma- 
nent regardless of the permanence of NRA. He also 
emphasized that, while it was a national code, it would 
be administered locally with the Divisional Code Au- 
thority coordinating the work of the local District 
Agencies. He also pointed out that the code applies to 
all sales by radio manufacturers made directly to retail- 
ers because the manufacturers in such cases are per- 
forming for themselves the wholesaling function. Fea- 
tures of the code which will increase profits for whole- 
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salers and should more than compen- 
sate them for their assessments for 
the support of the Code Authority 
and District Agencies, were explained 
in detail by Mr. Gross. 


At the closed membership meeting 
on Wednesday morning David M. 
Trilling of the Five Point Plan Com- 
mittee announced that the principles 
of the plan had been endorsed by the 
directors of RMA. He then out- 
lined the details of the plan which 
he described as “something specific 
by the industry for the industry, a 
plan that can now be carried out be- 
cause, for the first time, the radio in- 
dustry is organized both locally and 
nationally.” The five points, he ex- 
plained, referred to the five sources 
of financial support: manufacturers, 
distributors, dealers, broadcasters and 
utilities. 

It is planned to set up a “Bureau 
for the Advancement of Radio” 
which shall be representative of these 
five branches of the industry, with a 
full-time managing director in charge. 


The purpose of the plan is two- 
fold; to create a better appreciation 
on the part of the public of the im- 
portant part which radio plays in our 
modern existence, and to convince the 
public that sets purchased prior to the 
advent of the high fidelity, all-wave 
receiver should be replaced. While 
the sponsors of the plan hope to make 
it a three-year activity, definite plans 
are now being developed for only the 
next 12 months. These include mag- 
azine advertising, broadcasting pro- 
grams, essay contests, a series of six 
dealer campaigns and other features. 
“Enjoy Modernized Radio” has been 
suggested as a campaign slogan. 


The committee expects to raise a 
total fund for the first year of over a 
million dollars through contributions 
from utilities and broadcasters and 
from assessments levied on radio 
manufacturers, distributors and deal- 
ers. These assessments would all be 
collected from the manufacturers 
who would bill their distributors for 
both distributor and dealer assess- 
ments. Distributors, in turn, would 
bill the dealers for their assess- 
ments. It is proposed to assess both 
distributors and dealers five cents per 
set on automobile receivers and on 
table models and 10 cents per set on 
console models. Dealers would be 
assessed 10 cents on each automobile 
receiver and table model and 15 cents 
on each console, while an assessment 
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of one mill per tube would be levied 
on tube manufacturers only. 


The Tube Committee recommend- 
ed that a definition of a tube dealer 
be inserted in the Radio Wholesaling 
Code and that this definition include 
both service men and amateurs. The 
committee’s recommendation, togeth- 
er with other suggestions for a new 
section of the code devoted to radio 
tubes, was referred to the Divisional 
Code Authority for action. 

The report submitted by this com- 
mittee emphasized the fact that 38 
different list prices are now in effect 
on the various types of tubes. At 
the suggestion of the committee, the 
Association voted to recommend to 
the tube manufacturers that all list 
prices of tubes should be even mul- 
tiples of 25 cents, starting at 75 cents 
and running up to $2.25, with a very 
few types at $2.50 and over. 

Distributors of parts and acces- 
sories held a session of their own 
under the leadership of R. C. Braun 
of Chicago and voted to affiliate with 
the RWA. A Parts and Accessories 
Committee will be appointed by the 
Association to further the interests 
of this group. 

At the Wednesday morning meeting 
a telegram was read from R. J. Brown, 
manager of appliance sales, General 
Electric Supply Corp., Bridgeport, 
which stated, “We are glad to join 
the membership of the RWA with the 
hope that we may contribute our 
share to the upbuilding of sound prac- 
tices in radio wholesaling.” 

The following telegram from David 
H. O’Brien, general merchandising 
manager, Graybar Electric Co., New 
York City, was also read at this ses- 
sion. “In view of the constructive 
work which is being carried on by 
your Association and our desire to 
cooperate in any movement which has 
as its object the upbuilding of the 
radio industry, I have recommended 
to our company that we join the mem- 
bership of RWA nationally.” 

At the conference of local District 
Agencies, held on Wednesday after- 


“noon and attended by delegates from 


40 states, Mr. Trilling led a discus- 
sion of District Agency organization 
and procedure in the work of local 
code administration. The various 
questions brought up at this meeting 
will be discussed in detail in a special 
bulletin now under preparation by 
the Divisional Code Authority. 














There is no great lobby at the entrance. Immediately, upon step- 
ping into the front door, you are confronted by merchandise which 
is for sale—at wholesale only, of course 





The shipping and receiving department is provided with driveways 
for two trucks on the merchandise floor level. Picture shows back-in 
space for one truck, with packing bench in the center 





Portion of the electric range stock on the second floor. Barrett port- 
able elevator, capacity 750 Ibs., makes handling of this bulky stock 
comparatively easy 





Part of the refrigerator stock on second floor. Note substantial con- 
crete construction, which is same throughout building. Tackle blocks 
are used in lifting the heavy crates 


10 








Radio and appliance repair and service department. Plenty of good 
daylight for this exacting work. The room is about 20 ft. square 


v 


Modern 
Warehouse 


of the 


WESTINGHOUSE ELECTRIC SUPPLY CO. 
Portland, Ore. 


This modern, reinforced concrete build- 
ing was formerly occupied by an auto- 
motive supply company. When planning 
the changes to be made to adapt the 
new quarters to the business of elec- 
trical wholesaling, the principal inside 
men of the local Westinghouse or- 
ganization were consulted. Each was 
given an opportunity to present his 
ideas both as to layout and equipment. 


v 





Portion of third floor showing lamp stock, with glassware at rear. 
_No crowding here, convenience is the watchword 
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Salesmen of Portland Wholesalers 
Push Table Appliances 


Further reports on the Cooperative Table Cookery Program, now under way 
in Portland, Oregon, indicate that local wholesalers are actively support- 
ing the campaign and, as a result, increasing their sales of small appliances 


the electrical industry in Portland, Ore., lost no 

time in tying in with the National Table Cookery 
Program. Working through the Electric Refrigeration 
and Cookery Council of Oregon, wholesalers, dealers 
and utilities have set out to sell small appliances in real 
volume this summer. 

The two local central stations, Northwestern Elec- 
tric Co., and Portland General Electric Co., have ap- 
propriated $1200 and $1500 respectively for local news- 
paper advertising. In discussing this advertising, Orr E. 
Crites, merchandise manager of the Portland General 
Electric Co., said: 

“Our advertising counsel recommended that the copy 
be on a definite product at each insertion, rather than 
being promotional in nature. We felt that it was hard 
to advertise in an abstract way and get definite results. 
‘Ask him to buy something that exists,’ was our theory 
and the results seem to prove that we were correct. Once 
a customer has decided on a concrete device in his own 
mind he will shop around and patronize some one of his 
favorite dealers.” 

The reactions of two Portland wholesalers, C. R. Bach 
of the Westinghouse Electric Supply Co., and V. M. 
Miller of the North Coast Electric Co., were reported 
last month. A further report from Mr. Miller states: 

“Our salesmen are particularly enthusiastic because 
this gives them an entree with something new and spe- 
cific to talk about. They have an opportunity to talk with 
the dealers about the tie-in with these copy schedules on 
the basis of making money for the dealer. 

“T think that the program is timely because a lot of 
these cookery items are good sellers. People are begin- 
ning to think more about them, and also they now have 
some money with which to buy. This activity is more 
than a mere program.” 


p\ S reported last month in ELEcTRICAL WHOLESALING, 


ARSHALL Wells & Co., hardware and mill supply 
distributor, does a considerable appliance business at 
its Portland branch. Roy Hollobaugh, manager of the 
electrical appliance department, is an enthusiastic booster. 
“We are back of the campaign 100 per cent,” he says. 
“Tt is giving the dealer a break that he never had before. 
We are writing and telling our dealers to doll up their 
stores and display cookery appliances and food mixers. 
All of our salesmen are carrying through on the program 
enthusiastically. We tell them, and we really believe that 
—starting as a promotional program—it is going to re- 
sult in a year round activity. 
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“Tt is hard to locate actual results yet, because the 
dealers had considerable stock on hand when this cam- 
paign started. But our dealers seem to be just as en- 
thusiastic as ourselves over the program and, as a result, 
their stocks will be moved. Replenishing of these stocks 
will then come as a matter of consequence.” 

According to S. G. Ward, local manager of the Gray- 
bar Electric Co., “This is just what has been needed for 
a long time to stimulate sales of cookery appliances. Be- 
tween you and me, sales had declined to a very low level. 
Something was needed to pull them up so that they 
would get the attention of the public. We are follow- 
ing through on the campaign and taking every possible 
advantage of its publicity. I believe it is going to be 
especially helpful in the sale of cookers and casseroles.” 


HAT does the salesman, himself, think of the pro- 
gram ? The question can best be answered by one of 
them—R. A. Pearson of the General Electric Supply Corp. : 
“We salesmen are contacting all regular dealers and 
all possible appliance retail outlets in the territory covered 
by the circulation of the newspapers in which the adver- 
tising appears. That means that we are going outside of 
our regular trade and into the highways and byways. 

“We believe that the dealer who is wise will take ad- 
vantage of the utility companies’ advertising and tie in 
with it. The salesmen are suggesting mailing pieces to 
them, counter displays and even window trims and store 
arrangement. 

“Our company has even gone to the extent of adding 
two new appliance lines as a consequence of this pro- 
gram, in order that we as salesmen can have the most 
complete line to offer that is possible. Our observation 
is that there is already a decidedly greater interest evi- 
denced in this class of merchandise and we certainly ex- 
pect to see a decided increase in sales when the results 
can be computed.” 

Berkely Snow of the Electric Refrigeration and Cook- 
ery Council emphasizes the wholesaler’s importance in 
this cooperative movement. 

“For some years,” he says, “there has been very little 
promotion of table cookery devices on the part of any- 
one, and almost no advertising. Now that the utility com- 
panies serving Portland are sponsoring a plan to adver- 
tise these devices to the public in general terms and with- 
out mentioning brands, and have sought the cooperation 
of the members of the Council which is composed prin- 
cipally of wholesalers, the wholesalers are recognizing a 
good sales tool in the movement.” 














W holesalers’ Men Who Call on Me 


A successful appliance dealer, who himself has sold goods 
at wholesale, comments on the methods used by whole- 
salers' salesmen in their endeavors to obtain his business 


By FRED A. SCHMIDT 


Fred A. Schmidt Electric Appliance Co. 
St. Louis, Mo. 


HEN discussing the methods 
of salesmen who call on me 
I feel that my own early ex- 


perience has a direct bearing on my 
reactions and opinions along this line. 
After selling shoes for 15 years at retail 
and for two years at wholesale, I became 
a refrigeration salesman on the chance 
of obtaining a supervisor’s job in 30 
days, which I did, and followed this 
work as sales manager until I opened 
my own store. It’s a long jump from 
shoes to electrical appliances, but the 
basic principles are similar. 

Such a background of sales work 
naturally affects the dealer’s attitude toward the men who 
sell him. Having been through the mill himself, he is 
bound to be prejudiced in the salesmen’s favor, a fact 
which many of them overlook. On the other hand the 
former salesman, buying for his own business, is neces- 
sarily more alive to both the good points and the short- 
comings of his suppliers’ representatives. He will be 
nicer to the efficient men and harder on those who don’t 
belong. Also he is better equipped to guard against snap 
judgment and overbuying. 

I have stated all this to show that I regard the man 
who is trying to sell me as a definite and important factor 
in my scheme. Whether I buy from him immediately or 
not, I want to hear his story and get a picture of what he 
has to offer, but I want it under conditions which will 
enable me to retain the information for future reference. 
If I do stock his line, that is only the beginning and 
we both have plenty to do to keep it going strong. 

The salesman’s approach and attitude on his first call 
are highly important ; the man who makes a good impres- 
sion is due to get a break later. No matter how broad- 
minded the buyer is, a wrong start will kill or delay a 
pleasant and profitable connection. Of course, I make 
allowances and most of these early mistakes can be over- 
come, but the wise salesman will carefully avoid state- 
ments or actions which will get him off on the wrong foot. 

Of the many forms of poor approach, one of the worst 
is the rush act or high-pressure, where the caller swarms 
all over the buyer regardless of time or conditions. A 
few weeks ago I was due at a committee meeting at 3 :00 
P.M. At2:25 in popped a salesman with a new proposi- 
tion. I told him of my appointment and that I could not 
give him proper attention right then. His reply was that 
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Fred A. Schmidt 


he had made a special trip and that I 
should give him some time. Then he 
dashed into a hurried sales talk, of 
which I heard so little, on account of 
worrying about the time, that when he 
asked me: “What do you think of this 
product ?” I was forced to tell him my 
mind had been elsewhere, and excused 
myself. 

Another way to make a poor impres- 
sion on a dealer is to offer extravagant 
statements regarding a product, with- 
out any knowledge of the fundamentals. 
A salesman with a new line told me: 
“Our refrigerator will last five times 
longer than others.” I asked him why, and he said: “Be- 
cause the refrigerant does not mix with the oil in the 
mechanism.” With a sincere desire to help, I pinned him 
down and showed that not only was his statement greatly 
exaggerated, but that he was not really familiar with his 
product. Luckily he had the right stuff in him to profit 
by the lesson, instead of resenting it. 

The above failing is due to the anxiety of many sales 
managers to send a man out all pepped up and raring to 
go. The lad is overly enthusiastic and when he tries to 
pass on the thoughts given him he doesn’t know how be- 
cause his knowledge is superficial. “Contact” is a good 
word if not abused, there are too many men out with grips 
contacting, while others beat them with real selling. 


a line with the subject of approach is the matter of 
getting complete information about the prospect before 
selling him. An experience of my own while selling shoes 
at wholesale will illustrate. I started with a firm on a 
Monday morning and worked intensively on a street which 
had more shoe stores than lamp-posts. In and out I went 
at top speed, but got no orders until noon. Then I spent 
three hours in a large place, getting an order so big I 
couldn’t believe it. The rest of the afternoon was a blank, 
but I felt proud when I handed my two-pager to the sales 
manager. He smiled and gave it to the credit man, who 
promptly tore it to bits—credit no good—then he told me 
to show him the names of the firms I was going to visit 
and he would save me a lot of time and energy. 

To show how this works in the electrical business, I 
will cite an incident of some years ago, when I had only 
half my present space. A wholesaler’s man talked to me 
about his fans, which I wanted. I was not ready to close 


ELECTRICAL WHOLESALING 


LN RAR te 


nga e He 





paca ea 1 bine tour aoe) 


gues eee: 
Vemesy 


PS Te. 


so after sizing up the place, he left me a contract ready 
to be signed and bearing the minimum discount. A few 
days later a salesman from another wholesaler offered 
me a contract for the same make of fans, but with a bet- 
ter discount which I accepted. He knew absolutely noth- 
ing of the other contract but had simply taken the 
trouble to learn what margin I really deserved. The first 
man always wondered why he lost the business. 

On the ordinary but ever-present question of credit 
or no credit, this advance information saves the good 
salesman a lot of embarrassment. Suppose he has called 
on a dealer a number of times without result, then sud- 
denly makes a sale. If he has listed the status of the cus- 
tomer, well and good, but if he hasn’t, up comes the sub- 
ject of credit which could have been handled more easily 
during the acquaintance period. If he plays safe and 
suggests C.O.D. and the dealer’s credit is plenty good, 
the latter naturally wonders why the salesman doesn’t 
know it. This is particularly true in times when credit 
is tight. 

Many salesmen wonder at the lack of orders and ask: 
‘“‘Why don’t you 
buy more from 
me?” I don’t like to 
tell them, but most 
of these lose out by 
not cooperating — 
when they sell 
something that’s 
the finish. Further- 
more, the above 
question is not em- 
phatic enough, too 
few salesmen ask 
for a real show- 
down. If a man 
says: “Look here, 
there’s something 
wrong or I would 
get more of your business. No matter what it is, tell me 
and I will correct it,’ then I am free to lay the cards 
on the table and we will get headed right. 

I need help from wholesaler’s men and welcome it. 
Once there was a heavy demand for a certain iron we 
were selling. I didn’t know the reason, and when the 
man who handled it came around I kidded him about its 
popularity, implying that I saw no cause for the fast sale. 
He at once showed me points I didn’t know, boiled down 
from the factory presentation, and this knowledge en- 
abled our force to further increase its sale. 

I like to know about new items soon as they come out. 
It seems the outlying stores get things last, because they 
are taken to the big, close-in places first. So I use the 
trade papers. Also personal downtown tours keep me 
abreast of developments of an odd nature. I remember 
a lady customer who had seen an electric cooker in a 
Chicago store, but wanted to buy it at home. I told her 
I would get it and, not locating it here, wrote the Chicago 
store. I was surprised to learn the cooker was made in 
a small Illinois city across the river, by a firm which did 
not have a distributor in St. Louis. 

Some dealers may resent criticism and suggestions from 
salesmen or competitors who are their friends. I welcome 
this assistance and believe there should be a regular ex- 
change of such ideas in order to help each other. Once 
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Mr. Schmidt's store at 6210 West Florissant Ave., St. Louis, Mo. 


I noticed that the wall in the closing-room in a friend’s 
store bore cards featuring three different brands of re- 
frigerators which he carried, giving the various selling- 
points of each. As the customers faced this wall when 
signing contracts, it occurred to me that the cards might 
arouse doubts as to the wisdom of the selection which 
had just been made, and I called attention to it. I expect 
the same help from the other fellow. I see my store every 
day and, being so close, it is easy to get ina rut. So I am 
always pleased when a wholesaler’s man suggests some 
re-arrangement of displays or reminds me of an over- 
sight. 


NOTHER way in which salesmen help me (and all 
their customers), is by working out their calls so 
they get to see me almost every time. I go out of my way to 
work with them and do not expect anything unreasonable, 
but it is certainly refreshing to see how most of the boys 
figure their trips to catch me at the right time. By way of 
contrast, one man visits my place regularly every Thurs- 
day noon, although he has long known there is no chance 
of my being there 
at that time. 

Although there is 
not much overload- 
ing at present, the 
best buyer will take 
on too much now 
and then; I do not 
blame the salesman 
unduly, as I think 
most overloading is 
unintentional. He is 
proud of his big 
order, but if he 
goes back time 
after time and the 
stock is still there, 
it becomes an eye- 
sore and an obstacle to more sales. The wise man will 
not only avoid overloading in the first place, but if it 
happens he will at least try hard to help his customer 
figure a campaign to cut down the oversupply. 

As to the effect of good or bad times on the relations 
between the salesman and his customers, I think they 
should work closely together under all conditions. It is 
true that more cooperation is needed when business is 
bad, because both of them have more difficulty in making 
sales. It is also true that both have had more time to study 
up special plans while trade was slack. At any rate, they 
should always consider themselves partners, and each 
should take pride in the good work of the other. 

We electrical people are competing with the automo- 
bile, furniture and other retailers, each of us striving 
for a larger share of the consumer’s dollar. This situa- 
tion calls for hard selling and for a coordination of effort 
on the part of the wholesaler’s salesman and the dealer 
that can be brought about much more readily if each 
adopts this “partner” attitude. 

Knowing thoroughly what is required of the wholesal- 
er’s representatives under the best conditions, I realize 
just how trying a test they have had to meet during the 
past four years. I feel now that their best opportunity 
for intelligent work with the dealers is just ahead, and 
look forward to seeing how they take advantage of it. 
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A Tour of the Electrical Building 
at A Century of Progress 


New features added by exhibitors this year include the Westing- 
house theater with revolving stage, new acts in the General Elec- 
tric "House of Magic", an enlarged display by RCA and short 
wave reception of foreign stations at the Stewart-Warner exhibit 


on Northerly Island, can be made by way of the 

Sixteenth street bridge across the North Lagoon. 
Entering the Hall of Social Science, a broad main aisle 
leads straight south to the balcony level of the Electrical 
Building, identified by a huge figure symbolizing Electric 
Power, mounted just above the doorway. 

Exhibits on this balcony are sponsored by the Electric 
Light & Power Industry and represent the contribu- 
tions of nearly one hundred public utility organizations 
throughout the United States. 

A display at the right indicates that steam power had 
its beginnings 120 years before Christianity began. 
Through the medium of 21 accurately constructed models, 
the historical development of the modern steam turbine 
and steam engine is shown. 

The traditions of present-day farming are challenged 
by the next exhibit along the Electrical Building balcony. 
An entire model farm is shown, complete with house, 
barns, dairy buildings, poultry buildings, machinery sheds 
and broad fields. But—what a farm! Electrical power 
has shouldered the labor burden in all its phases. Each of 
the miniature buildings is brightly illuminated with 
electric lamps. Inside, through the windows, electrical 
machinery is seen turning the cream separator, churning 
butter, milking cows. In the fields outside, a portable 
transformer supplies electrical power to plowing and har- 
vesting machinery. - Continuous movies disclose to the 
visitor how the facilities shown by the model are adapted 
to an actual experimental farm. 

Nearby, an air-conditioned theater invites guests to 
see a puppet show that not only amuses, but stresses 
the important fact that electric service is less costly to 
the home-owner than incidental expenditures seldom ac- 
countable in the family budget. 

America’s first hydro-electric central station is repro- 
duced in an exact scale model as the next feature along 
the balcony. Visitors press a convenient button and the 
tiny machinery goes into action as did the original ma- 
chinery at Appleton, Wisconsin, in 1882. 

From the above model representing electric power 
production in the early days, visitors turn to a huge 
diorama, said to be the largest of its kind ever built. 
It is nearly three times deeper than an ordinary theater 
stage and 20 feet wider than those of the larger play- 
houses. This immense plastic picture presents a view 
of a whole section of country, mountain, plain, run- 


[Dex entrance to the Electrical Building, located 
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ning streams, farms and city. Modern hydro and steam 
power plants are seen, generating electricity that passes 
through sub-stations and transmission lines to the farms, 
homes and industries of the area. A sequence of light and 
darkness simulates day and night; electric street cars 
and trains traverse their routes, lights illuminate the 
building windows and street lamps of the city—the en- 
tire effect showing all the movement and action of modern 
community life. 

Further application of lighting to help modernize 
homes, schools, stores and other interiors is carried out 
in a series of eight model rooms, complete and true to 
life with human figures, furniture and equipment built 
to miniature scale. 

The home craftsman who prides himself upon his skill 
in furniture-making and woodworking art is treated next 
to a full-sized home workshop, complete with electri- 
fied machines that reduce patient hours of hand work to 
minutes. 

Descending from the balcony to main floor level opens 
two courses along which more of the Electrical Building 
exhibits can be seen. An opposite balcony exhibits the 
Westinghouse “Playground of Science”. Or, the main 
floor can be covered, as the guest prefers. 


HE “Playground of Science” combines serious in- 

spection with the always fascinating pleasure of try- 
it-yourself activity. Visitors here are invited to “work” 
the many electrical devices the exhibit includes. He 
may focus the beam of an airplane signal light at any 
point on the opposite wall. Just beyond is a model ver- 
tical parking tower loaded with twelve miniature auto- 
mobiles, each bearing a number. By inserting a plug 
into a control panel alongside, any selected car is lowered 
to ground level, ready to drive away. 

Willie Vocalite is the next character encountered. He 
isn’t human. But inside his metal body, intricate elec- 
trical controls cause him to perform actions amazingly 
like those of the flesh-and-blood humans who watch him. 
Speaking through a telephone, an attendant commands 
Willie to stand up, sit down, smoke a cigarette, light a 
sign, turn on an electric fan and other feats. Willie does 
these things, without a hitch to mar his act. 

Further along, the guest discovers that his arms are 
radio aerials. In proof of this startling fact, he is given 
an ordinary incandescent lamp, attached with its socket 
to a short copper rod. The light is free of wiring. Yet 
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when radio-power is directed toward its holder from a 
small transmitter nearby, the lamp lights as though 
plugged into a regular current line. An unwired fan 
motor operates by the same mysterious force and other 
experiments are shown as a forecast of the possibilities 
ahead in radio-power transmission. 

Traversing the main floor from south to north, the 
first attraction is the eerie “Chamber of Black Light”. 
As the lighting changes, the wallpaper and ceiling 
assume entirely different patterns. A seemingly perfect 
painting on the wall reveals that someone has tampered 
with the original artist’s colorings, illustrating one of the 
practical uses to which this new science of light has been 
adapted. Here, also, guests are privileged to examine 
their teeth in a mirror that shows, under “black light,” 
defects that might other- 
wise pass unnoticed. 

Just outside the Cham- 
ber, another Westinghouse 
exhibit includes air-condi- 
tioning equipment from 
small, room-size portable 
machines to huge assem- 
blies that function for an 
entire building. 

The “Little Theater of 
the Home,” with its revolv- 
ing stage, seats 150 persons 
and is air conditioned. Pre- 
senting 30 shows daily, it is 
the newest feature of the 
Westinghouse exhibit. The 
entire dramatic action, de- 
picting the “electrifying” of 
a home, brightening it with 
better lighting, adding to 
its usefulness with modern 
kitchens and laundries, 
takes place in 11 minutes 
and includes six complete 
scenes. The cast, consisting 
of one actress, portrays all 
the human action guided by 
voice and music provided 
by sound equipment. 

At the exhibit of the Singer Sewing Machine Co. minia- 
ture mannequins are dressed in authentic styles of all 
periods from 1834 to the present year. 

Appropriately backed by a display of ancient lamps, 
another glass case further along encloses the largest and 
smallest electric lamps in the world. The first, a giant of 
50,000 watts, is as big as a watermelon. It is used for 
airport beacons and similar installations requiring great 
light intensity. The tiny type is rated at one-half watt, 
being commonly termed a “grain of wheat” lamp, this best 
describing its size and form. It is employed by surgeons 
to illuminate incisions made during operations on the 
human body. 

Technical displays on the main floor now give way 
to a series of modern kitchen settings that include every 
conceivable electrical aid to the. housewife. There are 
mixers, ranges, percolators, irons and ironers, dish- 
washers, washing machines, vacuum cleaners, refriger- 
ators—in short, an exhaustive collection of electrical 
devices no woman visitor will want to overlook. Demon- 
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The electrical fountain in the court of the Electrical 
Building, with cascades of light in the background 


strations of this equipment are conducted at regular 
intervals to point out its value and utility in the modern 
home. General Electric, Conover, Chicago Flexible 
Shaft, Waters-Genter, Altorfer Bros., Hurley Machine, 
Hoover and others are represented in this extensive 
section of domestic displays. 

The Electrical Building also houses a complete manu- 
facturing unit devoted to the production of RCA and 
Cunningham radio tubes. Girl workers assemble the 
delicate plates and filaments, seal these within the 
familiar glass bulbs, pack the tubes in individual cartons 
and make them ready for gross shipment in larger con- 
tainers, all as the visitor watches. The intricate machin- 
ery included in this “tube factory” duplicates machines 
used in actual commercial production. 

Action of the completed 
tubes in a radio receiver is 
seen in another RCA dis- 
play opposite the “tube fac- 
tory.” Giant-size dummy 
tubes, representing those in 
a home radio, have glass 
lenses set into their fronts. 
As music is played on a 
phonograph, the sounds are 
“seen” by the spectator, 
just as the radio impulses 
pass through each of the 
tubes. 

Not far from this dis- 
play, a full-size ship’s radio 
“shack” can be entered and 
typical marine radio instru- 
ments examined. 

As a part of the RCA 
Victor exhibit, an air con- 
ditioned recording studio is 
open for the use of Exposi- 
tion patrons. Individuals 
may have an actual phono- 
graph record made of their 
speaking or singing voices 
for shipment home as a 
personal souvenir of the 
1934 World’s Fair. 

At the Stewart-Warner exhibit the visitor picks up 
an ear phone and receives a practical demonstration of 
short wave reception of foreign broadcasting stations. 

The finale of a tour through the Electrical Building 
may well be in the General Electric “House of Magic”. 
Here, in restful seats, guests are entertained with demon- 
strations of science, undertaken by company representa- 
tives. Radium atoms explode; lamps are lighted with 
guns; weird color effects are brought out through expo- 
sure to mercury-vapor and neon gas lights. The entire 
absorbing performance is translated into language of pop- 
ular understanding to make clear to visitors just what is 
taking place and why. 

Impressions after a trip through the Electrical Build- 
ing are many and varied. Yet one common reaction to 
its wonders is experienced by all. Electricity, the giant, 
is no longer unknown. He is now a friend, ready with 
powerful hand to lift the present burdens of Mankind 
and to point out new avenues of progress through the 
dim portals of the future. 
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Men You Should Know 


BENJAMIN GROSS 


President, Gross Sales, Inc., 
New York City 


wholesaling field has given more 

unstintingly of his time and 
effort in connection with code work 
than has Benjamin Gross, chairman 
of the Code Committee of the Radio 
Wholesalers Association and radio 
member of the General Code Author- 
ity for the Wholesaling Trade. Had it 
not been for his untiring efforts, it is 
doubtful that the Radio Code would 
have been the first merchandising 
supplement to the General Wholesal- 
ing Code to be approved by NRA. 

“Ben” is 41 and a native of Man- 
hattan. Like his fellow code com- 
mitteeman, Francis Stern, he started 
out as an electrical engineer, graduat- 
ing from Cooper Union in New York 
in 1911. After a year of post grad- 
uate study and several years of re- 
sponsible work in the field he received 
an E.E. degree from the same insti- 
tution. 

During his college course, Gross 
held down numerous odd jobs with 
the Brooklyn Edison Co. and New 
York Central Railroad and also 
worked for various consulting en- 
gineers. In 1911 he secured a job 
with the well known electrical con- 
tracting firm of L. K. Comstock & 
Co. Within two years he had risen 
to the position of chief engineer, 
which he held for six years. During 
the war Gross tied in on many war 
projects including munition plants, 
army bases, air craft construction 
plants, etc. 

His next position was with another 
electrical contracting firm in New 
York, Hatzel and Buehler, where he 
came in close contact with a man 
active in trade association work. His 
senior boss, the late “Jack” Hatzel, 
was the first president of the National 
Electrical Contractors Association. 
Gross spent three years as chief en- 
gineer of this organization which 
specialized on industrial and central 
station work, devoting himself largely 
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Psrviesing no man in the entire 


. A Pioneer 


and a Leader 


to the selling end of the 
business. 

In February, 1922, 
when radio suddenly 
dawned on the horizon, 
“Ben” decided to enter 
that field. Together 
with T. W. Cumming, 
he organized the Radio 
Stores Corp. It was 
the intention of the two 
partners to establish a 
chain of retail radio 
stores, but the industry 
grew so rapidly that 
they found themselves 
doing a wholesale busi- 
ness almost overnight. 
“Ben” takes just pride in the fact 
that he was the first 100 per cent 
radio wholesaler in New York and 
one of the very first, perhaps the 
first, in the United States. DeForest, 
Fada and Cunningham were among 
the first lines which he handled. 


WO years later, he sold out his in- 

terest to his partner and with H. A. 
Brennan organized a new firm, Gross- 
Brennan, Inc., to act as manufactur- 
ers’ representatives. A contract was 
negotiated with Stromberg Carlson 
to act as exclusive sales representa- 
tives for their line of radio sets in the 
metropolitan New York area and 
northern New Jersey. In 1925, a 
branch office was established in Bos- 
ton and the following year the bal- 
ance of New England was taken over. 

In November, 1932, the partner- 
ship was dissolved and the present 
firm, Gross Sales, Inc., was organized 
to take over the business. In the 10 
years that Benjamin Gross has been 
selling Stromberg Carlson products 
in the New York and New England 
territory, it is reported that his total 
sales have amounted to over 25 mil- 
lion dollars. In addition to receiving 
sets he handles public address, paging 
and centralized radio equipment. 


His untiring efforts as chairman of the 
Code Committee of the RWA have 
earned for "Ben" Gross the gratitude 
and appreciation of the entire radio 
wholesaling fraternity. He has won 
for himself a high place among the 
leaders of the industry and was the 
logical selection for the chairman- 
ship of the Divisional Code Author- 
ity for the Radio Wholesaling Trade 


Gross’s association activities date 
back to 1923 when he organized the 
original Radio Jobbers Association in 
New York. 

In explaining the zeal with which 
he has worked for a radio whole- 
salers’ code, Mr. Gross says, “When 
the Recovery Act was passed, I saw 
in its provisions a golden opportunity 
to put into practice certain long cher- 
ished ideas on price maintenance. I 
discussed the subject so enthusias- 
tically at a meeting of the directors 
of the RWA held in Chicago last 
year that I just talked myself into the 
job of chairman of the Code Com- 
mittee, without realizing what I was 
letting myself in for.” 

This same enthusiasm, which sin- 
gled him out for the job, has success- 
fully carried Benjamin Gross through 
months of code drafting and re-draft- 
ing and a seemingly endless series of 
conferences which would have caused 
the average mortal to give up in 
despair. 
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= 7 
imeemil| that have made 


American pioneer who 
fought with the Texans 
against Mexico. He was 
taken prisoner at the 
famous battle at Fort 
Alamo and with the oth- 
er five survivors of the 
battle was massacred by 
order of Santa Anna. 

























SWITCHES 


Colt-Noark pioneered in the manufacture of Meter 
Switches. They have kept pace with the developments 
in that line and are serving Industry, as a pioneer should, 
not only with Meter Switches but with Safety Switches and 
Motor Starting Switches (local and remote control) as well. 
In Enclosed Cartridge Fuses, renewable and non-renew- 
able, the Colt-Noark is the pioneer line. 


Wholesalers handling Colt-Noark products are as- 
sured of the finest quality of merchandise and effective 
and efficient sales co-operation. 


Wholesalers, intent upon making sales history with a history-making line, 
should write for information TODAY. 


COLT’S PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Boston Chicago New York Philadelphia 
Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 








Mohawk Valley Club Discusses 


Manufacturers’ 


Resales 


Resolution is passed calling upon manufacturers to 
provide a minimum gross profit rate of 20 per 
cent on all shipments from wholesaler's warehouse 


HE semi-annual meeting of the Mo- 

hawk Valley Club, which is made up 
of both the national and independent 
wholesalers of New York State outside 
the metropolitan area, was held at the 
Onondaga Hotel, Syracuse, on May 24. 

Policies of manufacturers provided 
the principal subject of discussion. W. 
H. Hall, Baldwin-Hall Co., Syracuse, 
chairman of the Manufacturers’ Rela- 
tions Committee submitted a very com- 
plete report from which the following 
paragraphs are quoted: 


Report of Manufacturers’ Relations 
Committee 


“A great deal of correspondence has 
occurred with manufacturers whose re- 
sale sheets and whose distributor’s cost 
sheets do not show a 20 per cent mini- 
mum profit to the distributor on all ma- 
terials shipped from the distributor’s 
stock. There are some manufacturers 
who feel that if a reasonable margin of 
profit is shown on broken package ship- 
ments by the wholesalers, that the stand- 
ard package profit is not of much 
importance, and they aim to point out 
to the distributor that their average 
profit is good on this commodity. This 
committee has, at all times, endeavored 
to prevail upon manufacturers to offer 
prices which would show a minimum 
profit to the wholesaler on stock ship- 
ments of 20 per cent, and not less than 
10 per cent on factory drop shipments. 

“In view. of the fact that the electri- 
cal wholesaler is constantly being 
crowded into a smaller territory, plus 
the fact that the channels of distribu- 
tion have changed considerably, and 
many commodities which have previous- 
ly been sold through the electrical are 
now being sold, as well, by the hard- 
ware wholesalers, it seems logical that 
this Club should use every possible ef- 
fort to obtain an adequate margin of 
profit from the manufacturer whom he 
represents, and it is the writer’s opinion 
that this cannot be accomplished by the 
efforts of this single committee. It can 
only be accomplished by the effort of 
every individual member in constant ap- 
peal to the manufacturer for this larger 
margin of profit. This, we believe, 
with the efforts of this committee, func- 
tioning with other groups, may bring 
the desired results. In asking for these 
higher rates of profit we should coop- 
erate with our manufacturers by using 


their printed resale prices, and not sell 
below these prices, and furthermore 
should insist that these manufacturers 
see to it that all wholesalers to whom 
they sell, whether in or out of this Club 
maintain their printed resale sheets. 
Obviously we could not ask, or hope 
to obtain, a larger margin of profit if 
we do not take advantage of that al- 
ready given us. 

“A very serious problem confronts 
the industry in the way of manufac- 
turers’ resale price sheets being made 
up without any apparent consideration 
being given to the wholesaler. By the 
time the sheets are made up and we 
receive them, it is usually too late to 
register a complaint that will have suf- 
ficient weight to bring about a change 
unless this complaint is pretty universal. 
In discussing the change which oc- 
curred recently on rubber covered 
wires, with the sales manager of a wire 
manufacturer, I was told that this was 
the first criticism that they had received 
up to that time, and, therefore, their 
executives felt that it met with general 
approval. He did add, however, that 
if the present schedule was not sufficient 
compensation, after trying same out for 
awhile, that they would undoubtedly 
have to revise their present list. This 
brings the thought to my mind that pos- 
sibly the majority of our members are 
satisfied with this rubber covered price 
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set up, or if dissatisfied, expect to have 
it corrected by induction or by wishing. 

“In conclusion permit me to express 
the personal opinion that only by con- 
stant cooperation, which at times may 
mean a little work and trouble and in- 
convenience, can we hope to establish 
ourselves in a satisfactory position with 
the manufacturers whom we represent. 
Naturally, their interests come first, and 
they are going to give ours considera- 
tion secondly, and it behooves us all to 
exert every possible effort to accomplish 
this end.” 


Resolution Covering Minimum 
Profit Rate 

After discussing Mr. Hall’s report, 
the Club passed the following resolu- 
tion: 

“The electrical wholesalers of New 
York State, as represented by the Mo- 
hawk Valley Club, having made an in- 
tensive study of their cost of doing 
business, find that the following rates 
of gross profit are necessary to secure 
adequate net profit: 

1. On all commodities when ware- 
housed and shipped out of stock, a min- 
imum of 20 per cent on the selling price; 

2. On the smallest quantities, 50 per 
cent and on intermediate quantities, 
33-1/3 per cent. 

“On direct factory shipments to our 
customers, in ordinary quantities and 
under ordinary conditions, we feel that 
a gross profit of at least 10 per cent is 
called for. However, we recognize the 
fact that where electrical material is 
sold to a manufacturer to be incorpo- 
rated in his product, a margin of 5 per- 
cent on the selling price should be al- 
lowed to a distributor operating for that 
manufacturer in that territory. 

“Your cooperation in protecting your 
wholesalers, in maintaining their needed 
gross profits, is invited.” 








They're Waiting for That Bell to Ring: 
that formed the high point of a Saturday night party for employees of the Tristate 
Electric Supply Co., Hagerstown, Md., held at “The Enchanted Barn” (really a 


clubhouse). 


Loose, president, acted as toastmaster. 


And call them all in for the big meal 


The party included: Mr. 


and Mrs. L, S. Quynn and son; Mr. and Mrs. E. G. Ayers; Mr. and Mrs. E. Kear- 
ton; Mr. and Mrs. Roy Boyer; Mr. and Mrs. Huff; Mr. and Mrs. Benj. Moss; 
Mr. and Mrs. Sam Gonder; S. N. Loose; R. A. Stott; T. G. Hardesty; A. Eckhart; 
Owen Zirkle; William Ramsey; Joseph, Charles and Sam Lane; Mrs. Hobart 
Clopper; Miss Louise Stouffer; C. C. Crouch and R. C. Robinson. 
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Latest Code Developments 





More District Agencies Created 
By Radio Code Authority 


The Divisional Code Authority for 
the radio wholesaling trade has an- 
nounced the creation of 14 additional 
District Agencies for the local admin- 
istration of the Radio Code. The 14 
districts, together with the Agency 
chairmen, are as follows: 

Birmingham, E. D. Henley, Birm- 
ingham Electric Battery Co.; Colum- 
bus, R. C. Bohannon, R. C. Bohan- 
non Co.; Ft. Worth, Cornelius B. Sav- 
age, Shield Co.; Dallas, W. L. Cohn, 
Radio Equipment Co.; Houston, W. M. 
Wood, Automatic Sales Corp.; Little 
Rock, M. C. Hutton, Voss Hutton Co.; 
New Orleans, Paul Felder, Philip Wer- 
lein, Ltd.; Omaha, M. E. Livingston, 
Auto Equipment Co.; Phoenix, Sam 
Kahan, Electrical Equipment Co.; 
Rochester, Frank M. Beaucaire, Beau- 
caire-Mitchell, Inc.; Tampa, W. J. 
Pinkston, Electric Supply Co., and 
Washington, D. C., Frank N. Chase, 
National Electric Supply Co. Chairmen 
for the Memphis and Nashville dis- 
tricts will be announced later. 


v 


Hearing Held on Portable Lamp 
and Shade Code 


The proposed supplemental code for 
the electric portable lamp and shade 
subdivision of the electrical manufactur- 
ing industry received its formal hear- 
ing in Washington on June 12. 

The code would require manufactur- 
ers to accept written orders only, and 
would prohibit “any demonstration al- 
lowance except where the product on 


which the demonstration allowance is 
made is one having such unusual me- 
chanical or other special features as to 
require more expert demonstration and 
explanation than that which should rea- 
sonably be expected of the average sales 
person in the store or department in 
which the demonstration is to be made.” 


v 


Dr. Alexander Appointed to 
General Code Authority 


Dr. R. S. Alexander has been named 
to succeed F. C. Felhaber, resigned, as 
administration member of the Code Au- 
thority for the wholesaling or distribut- 
ing trade, to serve for six months. Dr. 
Alexander is an instructor at the School 
of Business, Columbia University. He 
has been serving as NRA’s special ad- 
viser on wholesaling and distributing 


codes. 
Vv 


NEMA Revises Ruling on 
Second-Hand Equipment 
The Code Advisory Committee for the 
Electrical Manufacturing Industry has 
ruled that the best interests of the in- 
dustry will be served by considering 
the selling of repossessed and second- 
hand material to be governed by the 
same rules as applying to the disposal 
of dropped lines, seconds or inventories, 
provided for in the code for that in- 

dustry. 

Before offering such repossessed and 
second-hand equipment for sale em- 
ployers may be required by the Super- 
visory Agency to file prices at which 
they propose to sell this equipment 








Cool as Cucumbers: Old Sol was hitting on all six when this was snapped at 
Melville B. Hall, Inc., St. Louis, Mo., but these folks look as if they can take it. 
Left to right are: Bill Stark, Colt’s Patent Fire Arms Mfg. Co.; J. A. (“Jim”) 
Busch, purchasing agent; Adele Kuhn; A. M. Jones, John A. Roebling’s Sons Co., 
and Mel Hall’s father, L. M. Hall, who makes the young fellows hustle on the 
golf course. 


where there are filed prices on such 
new equipment. If they desire to sell 
such equipment for less than cost it is 
necessary to obtain approval of the 
Supervisory Agency, who must consider 
the conditions and terms of sale and 
make determination based thereon as 
provided, for in the code. 


v 


Electrical Contractors Submit 
Budget for Code Authority 


The Divisional Code Authority of the 
Electrical Contracting Industry has sub- 
mitted its administrative budget for the 
approval of NRA. The total budget, 
which amounts to $455,624, would be 
raised by an assessment of one per cent 
of the productive pay roll of each mem- 
ber of the industry. 

The budget, which covers the 12 
month period from May 1, 1934, is 
based upon an estimated volume of elec- 
trical construction and installation busi- 
ness of $140,000,000, 40 per cent of 
which comprises productive labor. A 
list of 2300 electrical contracting firms 
has been furnished to the Divisional 
Code Authority by the Electrical Trade 
Publishing Co. 


v 


Retailers Given Ruling on 
Cost Computation 

Federal excise taxes should be con- 
sidered by members of the retail trade 
when computing costs in accordance 
with the loss limitation provision of the 
retail code but sales taxes imposed un- 
der state laws need not be considered, 
according to a recent ruling by NRA. 

The ruling also states that cost to 
the retailer means actual net cost less 
trade and cash discounts, or current re- 
placement cost, whichever is lower, but 
does not include discounts contingent 
on a volume of business not yet accom- 
plished. 


v 


NRA Approves Code Authority 
for Electrical Contractors 
Approval of the following personnel 
of the Code Authority for the electrical 
contracting industry has been announced 
by NRA. Members of the National 
Electrical Contractors Association: L. 
E. Mayer, Chicago; E. N. Peak, Mar- 
shalltown, Ia.; D. B. Clayton, Birming- 
ham, Ala.; Lloyd Flatland, San Fran- 
cisco; J. G. Livingston, New York; W. 
W. Ingalls, Miami, Fla., and A. J. 
Hixon, Boston. Members of the indus- 
try who are not members of NECA: 
Russell L. Jacobe, Jacobe Brothers Elec- 
trical Co., Houston, Tex.; William A. 
Ritt, secretary-manager of the Minne- 
sota Electrical Council, Minneapolis, 
and R. W. Hodge, Kansas City, Mo. 
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HERE, 


CODE REQUIREMENTS 
AND 


OPERATING REQUIREMENTS 
WERE the START, 
NOT the GOAL 





-H EXPLOSION-PROOF SAFETY SWITCH LINI 






























HILE C-H Motor Control Leadership 
may be the strongest endorsement of 
all C-H apparatus, in this day of careful buy- 


For Class I, Group D locations (gasoline, alcohol fumes, etc.). 
In non-fusible, 30, 60, 100 and 200 amp. sizes, single and double 


ing a purchaser may want more specific proof. throw, quick make and quick break... Equally suitable C-H Safety 
Such men will find that C-H Safety Switches Switches offered at less cost for all lesser hazards (dust, lint, ete.) 
talk their language. An example is the new .-- Also complete weather-proof line, enduringly protective, not 


C-H Explosion-Proof Line made with perishable gaskets. 


Here, more-than-ample strength of case and 
accurately machined joints of full required 
width are characteristic. And the switching 
mechanism is an identical design used suc- 
cessfully for years in heavy-duty industrial 
service. New high performance, and new safe 
applications in hazardous locations, are here 
available. 


These fine new Explosion-Proof Switches 
are typical C-H Safety Switches, products of 
C-H Motor Control Leadership throughout 
electrified industries. That guarantees that 
they will serve well, and earn the greatest 
profit and prestige for their sellers. 


Complete stocks of C-H Safety Switches are 
carried by responsible independent whole- 
salers. CUTLER-HAMMER, Inc., Pioneer 
Manufacturers of Electric Control Apparatus, 
1327 St. Paul Ave., Milwaukee, Wis. 


C-H MeterServiceSwitches, of types approved 
in most localities, are made to the same stand- 
ards as C-H Safety Switches. Ask for catalog. 


CU 
HA 


Ww Each is especially small 


~ in size, due to use of time- 


tested mechanism in Bull. 
4115 Type A Safety Switch 
at right — compact, with 


high arc rupturing capac- 
ity, and torque spring 


mechanism, for heavy 
currents. 
(B-276) 
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New Price Policy Not Applicable 
to Approved Codes 

Because of the widespread misunder- 
standing of the new price policy an- 
nounced by NRA last month, General 
Johnson has issued the following state- 
ment: “The main purpose of that an- 
nouncement was to obtain some uni- 
formity in future codes and, while it is 
our hope that industries under approved 
codes may desire to agree to changes, the 
policy order does not now affect them 
and will not unless and until the adjust- 
ment has been worked out in negotia- 
tions with the interested Code Authori- 
ties. In no event will there be any im- 
posed change in an approved code or any 
change suggested without relation to the 
particular conditions in that industry. 

“Tt should be clearly understood that 
all of the provisions of approved codes, 
including their price provisions are in 
full force and effect and must be com- 
plied with. 

“This applies, for example, to those of 
all retail trades, all lumber products and 
building materials, electrical, tires, paper 
industries, graphic arts and printing, 
garment and textiles, radio and all dur- 
able goods industries. I mention these 
codes specifically only because this is 
where the misunderstanding has been 
most general. Omission to mention any 
other does not mean that the general 
statement just made does not apply to 
them.” 

Vv 


Code Exemptions Relating to 
Government Contracts 

An NRA order announced June 13 
grants limited exemption from codes that 
are in conflict with statutory provisions 
or well established procedure relating to 
contracts awarded by the United States 
Government in the District of Columbia, 
the various States or political subdi- 
visions. 

Notwithstanding code prohibitions, 
bidders may: 


(a) Quote prices and terms of sale to 
governmental agencies as favorable as 
those permitted to be quoted to any com- 
mercial buyer for like quantities. 


(b) Quote definite prices or terms of 
sale, not subject to adjustment resulting 
in increased costs during the life of the 
contract, for definite quantities and for 
definite periods not to exceed three 
months (unless a longer period is now 
permitted by any such code.) 

(c) The same as “(b)” for indefinite 
quantities for six months or longer. 

(d) Quote prices and terms to apply 
on contracts to become effective not 
more than 60 days from the date of the 
opening of bids. 

(e) Quote prices f.0.b. point of origin 
and/or f.o.b. destination. 





The Real Mr. Karsten: 
pay checks at Listenwalter & Gough, 


Who signs the 


Los Angeles. Through an error, the 
photograph appearing in Electrical 
Wholesaling for April, purporting to be 
a snapshot of Mr. Karsten, was not a 
picture of E. E. Karsten. 





Electric Refrigeration Industry 


Now Under Code 


The supplemental code for the refrig- 
eration subdivision of the electrical 
manufacturing industry has been ap- 
proved by NRA and became effective 
June 20. 


The new code applies to the manu- 
facture of electrical household refrig- 
erators and such commercial refrigera- 
tion as is not within the control of other 
duly approved codes. Among the trade 
practices which are prohibited are: mis- 
leading marking or branding; inducing 
breach of consumers’ contracts; entic- 
ing employees of competitors; willful 
and malicious defamation of compet- 
itors; giving of special rebates, dis- 
counts, special services or exorbitant 
advertising allowances; commercial 
bribery; giving of rewards or pre- 
miums to prospective purchasers, and 
false or deceptive advertising. 

Manufacturers warranties must not 
exceed one year. They may, however, 
“develop individual plans for providing 
replacement units in case of failure 
after the expiration of the warranty, 
provided : 


(1) Advertising and sales promotion 
shall contain no representation which, 
by reference to any term of years or 
by the use of trade terms or phrases 
not readily understood by the public, 
or otherwise, would cause any person 
to assume that an extension of the uni- 
form warranty is intended, nor shall 
any representation be made in adver- 
tising or sales promotion which will in 
any way tend to confuse such unit re- 
placement plans with the warranty: 

(2) In any case in which an employ- 
er’s policy with respect to unit replace- 
ment is referred to in advertising or 
sales promotion, such advertising and 
sales promotion shall state clearly the 
amount which has been added to the 


complete unit price to cover the aver- 
age cost of unit replacements.” 

Sales made by manufacturers “to 
their outlets shall, whenever feasible, be 
subject to collection by sight drafts at- 
tached to the bills of lading. Open ac- 
count shall in no case be extended by 
employers to their outlets beyond the 
20th prox., unless such accounts, ex- 
tended beyond the 20th prox., shall be 
evidenced by a negotiable note, trade 
acceptance, or similar negotiable in- 
strument bearing interest at an annual 
rate of six per cent or the maximum 
legal rate, whichever is lower. Employ- 
ers shall charge interest at an annual 
rate of six per cent or the maximum 
legal rate, whichever is lower, on all 
overdue accounts.” 
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Re-Drafted Power Code Covers 
Retail Appliance Sales 


Substantial modifications have been 
made in the latest draft of the proposed 
code for the electric light and power 
industry. The section pertaining to the 
sale of appliances has been re-written 
as follows: 


“The retail sale of electrical appli- 
ances, by those engaged in supplying 
electric service to others, shall be con- 
ducted according to the standards of 
fair competition and fair trade practices 
declared in the Retail Code approved 
October 21, 1933, and any effective 
amendments thereof, as applicable to the 
sale of electrical appliances. If con- 


troversy shall arise as to the fair trade 


practices to be observed, by those en- 
gaged in supplying electric service to 
others, in or in connection with the sale 
of electrical appliances, and if the Code 
Authority, upon complaint of a member 
of the industry or otherwise, is dissat- 
isfied with the determination made as 
to such controversy under such provi- 
sions of the Retail Code, the Code Au- 
thority may present the same to the Ad- 
ministrator for review and determina- 
tion. Members of the industry shall co- 
operate with the local Retail Trade 
Councils and with the Regional Advis- 
ory Committees in the adjustment of 
controversies respecting the sale of elec- 
trical appliances. The Administrator 
shall, upon such notice and hearing as 
he may prescribe, inquire into and de- 
termine any controversies as to juris- 
diction over sales of electrical appli- 
ances by those engaged in supplying 
electric service, and over employees of 
the industry engaged in such sales of 
appliances.” 

The code also states that: 

“No provision of this Code shall be 
so applied as to permit monopolies or 
monopolistic practices that are contrary 
to law, or to eliminate, oppress, or dis- 
criminate against small enterprises.” 
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True to its name, 


Bull Dog Tape has the stubborn, rugged qualities 
which have made the bull dog famous the world 


over. 












Strong, closely-woven sheeting thoroughly “filled” 
---not merely “surfaced” - - - with live, unvul- 
canized rubber gives Bull Dog Tape the service ho am. 


qualities which have made it the 


largest selling brand on the market. 


BOSTON WOVEN HOSE 


& RUBBER CO. 
CAMBRIDGE, MASS. 
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Trends in Distribution 


Digests of selected articles appearing in recent issues of business and 
trade publications which reflect distribution trends in various fields 








Wholesalers’ Salesmen Need 
Product Information 

Frequently our salesmen are justly 
criticized by manufacturers because they 
do not know enough about their prod- 
ucts. Yet how many factory men come 
into a territory prepared to give talks on 
their products before sales meetings. 
How many manufacturers send out sim- 
plified questionnaires which would tend 
to educate distributors’ salesmen on the 
construction and application of their 
product? The manufacturer could give 
salesmen facts on what every user should 
know about the care of the product and 
how he could get the best service from 
its use. He could also point out com- 
petitive advantages. 

At present, there is a lack of origi- 
nality on the part of manufacturers in 
presenting material of this type and I 
mention it here because it is apparently 
up to the distributor to ask for what he 
wants, although I personally believe this 
procedure should be reversed.—R. C. 
DuNCAN, president, R. C. Duncan Co., 
Minneapolis, in Mill Supplies for June. 


¥ 


Channels of Distribution 

for Air Conditioning 
As older companies enter the new field 
and newcomers settle down, there is a 
growing tendency to limit the distribu- 
tion of air conditioning apparatus to 
those who know how to handle and serv- 
ice it. Many electrical and radio shops, 
turned refrigerator dealers, sought in 
air conditioning a seasonal balance for 
their line. But it takes a certain amount 
of training and experience to estimate 
the necessary capacity, weighing in 
heating appliances, solar effect, and av- 
erage temperatures, so the dealerships 
are going to heating and ventilating en- 
gineers and others who know how.— 

From Business W eek for May 26. 


Vv 


Ranges Should Be Sold, 
Not Rented 


I believe definitely that range load 
can be built faster and more perma- 
nently by straight promotion and sales 
effort than by rental or trial plans. 
My reasons for this statement are, that 


I have not as yet been convinced that 
the two big factors of obsolescence and 
dealer relations can satisfactorily be 
handled in a trial plan. Particularly 
am I convinced that this cannot be done 
in large centers of population where it 
is quite essential, if we are ever to 
obtain real volume in electric ‘range 
sales, to enlist the aid and support of 
the large retail outlets. These outlets 
are the most serious competition facing 
the sales of electric cookery as there is 
no way at the present time for them 
to participate in sales plans on the sale 
of electric ranges, and they therefore 
do what any good merchant would do, 
sell their clients some other type of 
cooking appliance. — Harry CARROLL, 
Manager Electrical Sales, Pacific Gas & 
Electric Co., in Electrical West for 
June. 
v 


For Wholesaler Sales Managers 

During the past few years too many 
wholesalers have found it necessary to 
keep their noses so close to the grind- 
stone that their perspective has become 
limited to what, in many cases, is an 
alarming degree. They have become 
swivel-chair executives to the point that 
they no longer feel the true pulse of the 
industry they are serving. They tend 
to make decisions and plan sales pro- 
grams that are not in keeping with their 
rapidly changing markets. 

If there was ever a time when the 
wholesaler executive should “get out and 
get wise” it is now.—Kay KNEISLy, in 
Jobber Topics for June. 


v 


Range Rentals Are Contrary to 
Economic Principles 

There are certain fundamental eco- 
nomic principles which must not be 
overlooked in connection with the rental 
of electric ranges. If ascustomer does not 
have an investment in the equipment 
in use, he will have little regard for its 
care and will be quick to let it revert 
when he, for any reason, is confronted 
with the necessity of reducing expense. 
Quick results secured through unsound 
methods will be just as quick to crumble 
under unsatisfactory conditions. Pride 
of ownership is a principal factor in the 
satisfactory use and maintenance of any 


piece of equipment particularly home 


appliances. I do not believe there is 
any substitute for salesmanship, and 
although results may be somewhat 
slower, they will be much more stable 
and satisfactory.—L. W. BRaINarp, 
sales manager, Idaho Power Co., in 
Electrical West for June. 


Vv 


Unnecessary Wastes That 
Destroy Profits 


It is safe to say of the several 
branches of the electrical business, as 
of other industries, that the greatest 
present menace to prosperity is not 
prices, but waste. The better training 
of salesmen, the more intelligent use of 
advertising and the elimination of un- 
economic activities all increase the prof- 
its. Unnecessary losses from small or- 
ders, small customers, unprofitable ter- 
ritories and expensive warehouses and 
branch offices, as well as excessive 
trade-in allowances, terms of payment, 
quantity discounts and entertainment, all 
increase costs, which destroy profits no 
less than cut prices. 

Here is something better than price 
fixing. No greater contribution to the 
recovery of the electrical business could 
be made at this juncture, therefore, than 
for the several national associations con- 
cerned to undertake intensive investiga- 
tions of the wastes in distribution and 
marketing under present methods. For, 
once the facts are known, the codes 
will facilitate the correction of these 
evils, under trade practice rules.—Ep1- 
TORIAL in Electrical World for June 16. 


Vv 


A Law of Business Economics 


The survival of the individual whole- 
saler will be in direct ratio to his 
efficiency. 

There is no law that prevents manu- 
facturers from entering an already 
overcrowded field and selling their 
products to existing or new wholesal- 
ers. There is no law that prevents new 
wholesalers from springing up in a 
given community to cut into the busi- 
ness volume going to those already 
supplying the market. 

There is, however, a law that is ever 
operative that, determines the time each 
functionary remains in business, namely 
the law of business efficiency or eco- 
nomics. The elements of this law may 
be briefly described as follows: 

“Knowledge of operating standards 
and limitation so that ‘outgo’ or ex- 
pense may be kept sufficiently within 
income to provide adequate profit to 
justify the investment of capital and 
effort and the risk involved.”—From a 
“Report on Internal Management” by 
the Marketing Research Committee, 
National Standard Parts Association. 
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ERE are three new fixtures, 

with exclusive Benjamin 

features, for which there is a 
lively market right now. 

The new Lowering attachment 
adds greater convenience to Benja- 
min open type floodlights. Inspectors 
will now require the new Explosion- 
Proof Lighting Fixture for Class 1, 
Group D Hazardous Locations. The 
new “Ellipto-Lite” is an addition to 
the line of Benjamin Open Type 
Floodlights, in four sizes and vari- 
ous types of mounting. 


**Saflex’’ Floodlight 
Lowering Attachment 


Specially designed for installation 
with Benjamin “Play Area” Flood- 
light and ‘“Duo-Service” Floodlight. 


BENJAMIN ELECTRIC MFG. C 1 NEW YORK CHICAGO SAN FRANCISCO [Jes Plaines, Ill. 





FLOODLIGHTS , . 





PANELBOARDS - - 


This New Benjamin Equipment 
bYgniree New Sales Oomaniare 


Facilitates lowering unit for inspec- 
tion, cleaning or relamping without 
disturbing socket or wiring. Reflec- 
tor body, socket and lamp come 
down as a unit; mechanical security 
and electrical connections completed 
by special Benjamin terminal blocks 
and locking construction, 


Explosion-Proof Lighting 
Fixture. 





Listed as Standard by Under- 
writers’ Laboratories and meets 
every requirement for atmospheres 
containing the vapors of gasoline, 
common petroleum, ethyl alcohol, 
methyl alcohol, acetone and lacquer 
solvents. 


“Ellipto-Lite.” 





A new wide angle open-type dif- 
fusing floodlight, designed for use 
with 300-500 watt lamps and 1000- 
1500 watt lamps. Combines a porce- 





lain enameled reflector of elliptical 
shape with an inner auxiliary reflec- 
tor of oxidized aluminum. It is par- 
ticularly suitable for floodlighting 
the smaller type of outdoor recrea- 
tion area, playground, parking lot, 
gasoline service station, etc. 

Available with open wiring or 
closed wiring pipe mounting fittings. 
Easy to wire. High lighting effi- 
ciency. Low cost. 


Get Copies of These New 
Benjamin Selling Aids 


We have just published several sell- 
ing aids which you will find very useful 
in securing business in equipment for 
service station, playground and other 
sport and recreational area lighting. 
these are 


1, Portfolio—‘How to Get More 
Service Station Floodlighting,” 
which reports briefly the meth- 
ods which have been found most 
successful by electrical contrac- 
tors in securing additional instal- 
lations and makes available in a 
convenient form samples of free 
selling helps. 


2, “Manual of Benjamin Design and 
Equipment Data,” which gives 
complete layouts and other in- 
stallation data on various types 
of recreational and sports areas. 


3 “Turning Night Time Into Play 
* Time,” which fully describes and 
illustrates the essential principles 
and methods to be followed in 
the floodlighting of recreational 
areas. It shows what may be 
accomplished by a good lighting 
installation and demonstrates the 
completeness and adaptability of 
the Benjamin line for every type 

of outdoor installation. 


Copies of these selling aids will be 
furnished you free on request. 


U.S. 





WE DO OuR PART 
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FITTINGS . . 





SIGNALS 
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Available in 4", %" and 1” sizes. 


ELECTRICALLY 


SS 


WELDED 


* 
There’s a new type of electrical conduit on the market 
today that makes old-style conduit as out-of-date asa 
rowboat. It’s ELECTRUNITE STEELTUBES—the 
modern threadless rigid conduit with the knurled in- 
side finish. 

Steel and Tubes, Inc., Cleveland, laughed at conven: 
tional conduit ideas years ago—could see no reason 
why conduit should be wastefully heavy just to permit 
threading—so they developed a rigid conduit and 
connections that eliminated threading, yet provided 
the necessary electrical and mechanical protection 
for electrical circuits. It saved weight. It saved cut- 
ting and bending time. It fitted up faster. But inside 
it was no different, so engineers went to work again 
to improve the inside surface. Tiny projections, 
thousands of them, were raised all over the inside 
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surface. Tests showed that cable, instead of hugging 
the entire surface, was carried on the tops of these 
ball-shaped mounds—that cable pulled through with 


ad HM approximately 30% less effort—that cable showed less 
ed [tendency to jam when pushed through—that less time 
on MH Was required on the job. 

at- Again Steel and Tubes had broken away from 
de Mtradition—had improved an already fine product. 





And its welcome by wholesalers everywhere who are 
selling ELECTRUNITE STEELTUBES is evidence 
that again our pioneering has been fruitful. 


















Electrunite Steeltubes Conduit 
with the knurled inside finish 
showed by actual test a saving 
of 30 per cent in the effort re- 
quired to pull cable through. 
The cable ‘rides the tops of the 
tiny knobs instead of i 
contact the entire | 
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Electrical Division 


STEEL AND TUBES, INC. 


WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


CLEVELAND « « > OHIO 


A UNIT OF REPUBLIC STEEL CORPORATION 
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Trade Associations 





Committees Announced for 
Electrical Credit Convention 


The annual convention of the Na- 
tional Electrical Credit Association will 
be held in the quarters of the Electric 
Association, 20 N. Wacker Drive, Chi- 
cago, on Thursday and Friday, July 19 
and 20. Business sessions will be held 
in the assembly room of the Lighting 
Institute. The annual banquet will prob- 
ably be held at one of the many eating 
places at the World’s Fair, instead of 
one of the downtown hotels. 

Detailed plans for the convention are 
now being worked out by the following 
committees : 

PROGRAM: Fred Ejiseman, Revere 
Electric Co., chairman; H. A. Tracy, 
Delta Star Electric Co.;C. F. W. Alfvin, 
Benjamin Electric Mfg. Co.; A. P. 
Bergner, Westinghouse Electric Supply 
Co., and Joseph Crotty, Graybar Elec- 
tric Co. 

Reception: W. J. Jacobi, Edison 
General Electric Appliance Co., chair- 
man; H. N. Smith, Wakem & Whipple, 
Inc., and W. G. Martin, Curtis Light- 
ing, Inc. 

LapiEs RECEPTION: Miss Emma Lay- 
mon, Quadrangle Manufacturing Co., 
chairman; Miss Rose Hammond, Re- 
flector & Illuminating Co., and Mrs. 
Laura M. Evett, Electrical Credit Asso- 
ciation. 

REGISTRATION: Sol Mandel, Metro- 
politan Electric Supply Co., chairman; 
Dave McMakin, Revere Electric Co.; 
James F. Smutney, Englewood Electric 
Supply Co., and A. G. McCallum, Ana- 
conda Wire & Cable Co. 

ENTERTAINMENT: John Prehler, 
Prehler Bros., chairman; W. P. Crock- 


ett, W. P. Crockett Co., O. E. Lind- 
gren, Lindgren Electric Supply Co., 
and W. D. Hughes, Hyland Electrical 
Supply Co. 

v 


Radio Manufacturers Prepare 
Separate Code 

Unanimous decision to withdraw 
from the Electrical Manufacturing 
Code and to operate under a Radio In- 
dustry Code featured the 10th annual 
convention of the Radio Manufacturers 
Association held in Chicago, June 11- 
14. A separate code for the radio man- 
ufacturing industry was drafted and 
approved not only by the RMA Board 
of Directors, but also unanimously by 
its entire membership in convention 
session and is being submitted imme- 
diately to NRA at Washington. The 
proposed code provides for withdrawal 
from the NEMA code. 

Leslie F. Muter of Chicago, former 
vice-president and treasurer of RMA, 
was elected president of the Associa- 
tion for the ensuing year. 


v 


Local Groups May Constitute 

Supply Distributors Association 

At a meeting of the executive com- 
mittee of the National Supply and Ma- 
chinery Distributors Association, held 
last month in Cincinnati, Wendell H. 
Clark, Samuel Harris and Co., Chi- 
cago, acting on behalf of a group of 
National members in the central states 
and metropolitan New York areas, pre- 
sented a resolution providing that. the 
basic organization of the association be 
changed so that in the future it would 
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The Day's Work Ends in Smiles: The front door was locked and the boys had 


called it a day when the photographer dropped in to Jno. E. Graybill & Co., Inc., 
York, Pa., and found the following: C. B. Merris, Clark & Merris, Philadelphia 
manufacturers’ representatives; Allen Haugh; W. W. Decker; Lou Shopp; W. E 
Zeigler; R. H. Andrews, Edwards & Co. representative; H. A. Brown, president, 


Jno. E. Graybill & Co., and W. W. Wilson. 








consist of local groups. These groups 
would become members as such rather 
than having individual distributors af- 
filiate directly with the Association. 

The proposal, while not complete, re- 
sulted in the appointment of a com- 
mittee to make a complete investigation 
of the suggestion. 


v 


Promotion of All-Electric Home 
Discussed by Edison Institute 
At the second annual meeting of the 

Edison Electric Institute, held at At- 

lantic City during the week of June 4, 

utility executives gave serious consid- 

eration to a national cooperative ac- 
tivity to promote the all-electric home. 

“Not only would all dealers be inter- 

ested in such an activity,” stated J. E. 

Davidson, president, Nebraska Power 

Co., “but so would the various trades 

such as wiring fixtures and kitchen 

equipment.” 


v 


Appliance Wholesalers Support 
EHFA Program 


Electric Home and Farm Authority 
was assured the cooperation of the Dixie 
Club, representative group of Southern 
wholesale dealers in electric appliances, 
at a meeting in Chattanooga on June 13. 
Nine wholesalers in Alabama, Georgia 
and Tennessee, market area of the 
EHFA program, attended. The follow- 
ing resolution was adopted after George 
D. Munger, commercial manager of 
EHFA, and Henry Edson, EHFA con- 
sultant, had discussed EHFA plans: 


“Resolved, That we express our appre- 
ciation to Mr. Munger and Mr. Edson 
for their clear explanation of the objects 
of the EHFA and their plans for at- 
taining these objects, and that we assure 
them of our cooperation to the extent 
of our ability in assisting them in the 
promotion of sales of electric appliances 
in the territories served by our mem- 
bers.” 

The following firms were represented : 
Mills & Lupton Supply Co., Chattanooga 
and Knoxville; James Supply Co., Chat- 
tanooga; General Electric Supply Corp., 
Chattanooga, Atlanta, Knoxville and 
Nashville; Graybar Electric Co., At- 
lanta, Birmingham, Knoxville, Florence 
and Nashville; Matthews Electric Sup- 
ply Co., Birmingham; Moore-Handley 
Hardware Co., Birmingham; Stokes 
Electric Co., Knoxville; Westinghouse 
Electric Supply Co., Atlanta, and Mayer 
Electric Supply Co., Birmingham. 

“The wholesaler plays an important 
part in the distribution of electric home 
equipment and his cooperation is neces- 
sary to the full success of.our program 
here in the Tennessee Valley,” Mr. 
Munger said. 
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“PLL O. K. Square 
without argument” 
















@ “It’s a good job, boys. You have my approval. Now for 
the electrical equipment. I’ve used Square D switches for 
twenty years—and experience counts. I'll O. K. Square D 
without argument. I'd like to see all the electrical equip- 
ment Square D. | suggest you call in the Square D man. 
Get his suggestions—and let him show you what Square D 
has to offer in switches, panels and motor control.” 
Experience has taught factory executives and plant 
engineers what Square D stands for—unfailing service, 
low maintenance cost, increased production. 
The easiest man to sell is the man of expe- 






Square D 


ELECTRIC AL EQUIPMENT 





rience—provided you can give him what he 






wants. Square D has an established reputation. 





You can take advantage of it if you will. 






The Square D ‘50,000 Series’ indus- 


SQUARE [) COMPANY [iiseaecrerees 


iIWi/A UK EE in sizes from 30 to 200 amperes. 
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Wholesaler 


Activities 





Moock Electric Supply Co. Wins 
Westinghouse National Contest 

With two of their distributors top- 
ping 400 per cent of quota and five 
more going over the 300 per cent mark, 
the Westinghouse Electric and Manu- 
facturing Co. has announced the results 
of its latest refrigeration contest. 

The Moock Electric Supply Co. of 
Canton, Akron and Youngstown won 
this National “Going-To-Town” con- 
test with an average of 419.6 per cent 
of their quota. Running second to the 
winners was the Van Zandt Supply 
Co. of Huntington, West Virginia, with 
a record of 405.6 per cent of quota. 


Vv 
G. E. Supply Appointments 


The following changes in personnel 
are included in the June issue of the 
Organization Directory of the General 
Electric Supply Corp. 

W. S. Shaw, formerly district man- 
ager of appliance sales at Chicago, is 
now located at the 230 S. Clark St. 
office as general sales representative on 
appliances. A. J. Millington, district 
manager, has assumed supervision of 
appliance sales. 

A. S. Brooks has been appointed dis- 
trict credit manager at Philadelphia. 

C. R. Pritchard has replaced G. D. 
Adair as district sales manager on ap- 
pliances at Atlanta. Mr. Adair has been 
transferred to Chicago as a lamp spe- 
cialist. 


R. I. Boyle is now service supervisor 
at the Milwaukee house. 

I, J. Chesley has been named local 
sales manager on supplies at Newark, 
following the recent death of F. J. 
Durkin. 

v 


Independent Electric Co. 
Expands Its Activities 


Carl P. Damm, owner of the Inde- 
pendent Electric Co., Muskegon, Mich., 
has recently returned to the active man- 
agement of this wholesaling organiza- 
tion after two years in public life. 

Under his supervision, service and 
display facilities have been improved, 
personnel has been increased, territory 
expanded and major appliance lines 
added. 

Delbert C. Damm has been placed in 
charge of sales and service. John Mar- 
tin, formerly with the Swords Electric 
Co. of Rockford, IIll., and later with the 
Chicago office of the Bull Dog Electric 
Co., is now covering Muskegon and 
vicinity. A. J. Acker, formerly with 
the Shaw Electric Crane & Hoist Co., 
is traveling southwestern Michigan. 


Vv 


Gateway Adds Lines 


The Gateway Electrical Supply Co., 
which started in business in Hagers- 
town, Md., on May 1, continues to add 
lines of well known manufacturers. 
Among the lines taken on by this dis- 
tributor during the past few weeks are 











Starting Off on the Right Foot: The Gateway Electrical Supply Corp., a new 


electrical wholesaler in Hagerstown, Md., got off to a good start on its distribution 
of P&S wiring devices through the visit of that manufacturer’s vice-president and 


sales representative. 


From left to right are: 


F, J. Gammache, vice-president of 


Gateway; Rex Bell, salesman; Fred Nau, sales manager; J. C. Hassett, purchasing 
agent; Victor R. Despard, vice-president, Pass & Seymour; John Kuhns, stock clerk, 


and Cal Downie, P&S representative. 





Cutler-Hammer switches and Clayton 
Mark conduit. The Gateway Co. is 
not handling Square D products, as 
reported in ELEcTRICAL WHOLESALING 
last month. 

Vv 


George Worthington Opens 
Columbus Branch 

The George Worthington Co. of 
Cleveland have opened a branch office 
in Columbus, Ohio, located in the build- 
ing of the Neilston Warehouse Co. 
George L. Godfrey, F. J. Gallagher and 
R. C. Perry will work out of the new 
office on the sales of Stewart-Warner 
radios and refrigerators in the Co- 
lumbus territory. 

Vv 


Efengee To Move 
Efengee Electric Supply Co., 12 N. 
Jefferson St., Chicago, has leased 
larger and more attractive quarters at 
671 W. Washington St. 





Personals 





T. R. Srerck has joined the head- 
quarters organization of the Westing- 
house Electric Supply Co., New York 
City, as sales promotion manager. 


GLENN JEFFREY will cover north- 
eastern Iowa for the Terry-Durin Co., 
Cedar Rapids, Ia. 


RICHARD SHIRLEY is a new sales- 
man with the Coast Electric Supply 
Co., San Francisco, Calif. 


A new shipping clerk, Mat Swas, 
has been employed by the Electric Sup- 
ply Co., Des Moines, Ia. 


Ray Casey, formerly with the Man- 
hattan Electric Supply Co., and Pass 
& Seymour, Inc., is a new salesman 
with Melville B. Hall, Inc., St. Louis, 
Mo. 


A. H. Foerster. has been appointed 
appliance sales promotion manager at 
the General Electric Supply Corp., 
Chicago. 

v 


Federal Reserve Report 
Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of April: 




















Apr. 1934 with |! gZ2, 

with 

Federal Reserve | Mar. | Apr. year 

District 1934 | 1933 ago 
Oe OTOTTTe +10.4|+109.4 | +80.1 

Philadelphia .... | + 2. |+11. | +26. 
San Francisco ... | +19.3/+73.5 | +60.0 
ot. See. . kas 16° 1900. Fs es. 
Atlanta ........ | #23.3/+ 3.3 | +40.8 
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aster, easier Wiring / 
H&H NEW BAKELITE 


Straight-in Wiring. 


NYo)(e(-ta-Xxmere) alal-vel ite} ais 


Cut your cost of 
range installations 












No. 7950 





DESIGNED to give more wiring room and easier 

connections either from the bottom or back. No. 7951 
3/4” and 1” Knockouts are provided in the 

bottom and back. Wires enter straight in to the 

solderless connections. A cable clamp is built in, interchangeable for bottom 
or back wiring. Interior construction of 7950 is illustrated at left. 


Separate ground strap No. 7951 is available for plug when metallic cable is used. 


The new Outlet is smaller than predecessors and is modernistically designed and 
durably constructed of black BAKELITE. 


ECONOMY OF INSTALLATION is the feature engineered for your customers to 
reduce their cost of range installations — to help sell more wiring jobs of this kind. 


Send for your Catalog Data-sheet giving full information on this new development. 


HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Manufacturers. News 





A. W. Altorfer Elected Presi- 
dent of Altorfer Bros. Co. 


At a meeting of the board of direc- 
tors of Altorfer Bros. Co., held in East 
Peoria, Ill., on June 18, A. W. Altorfer 
was elected president, and H. W. AIl- 
torfer vice-president and general man- 
ager. 

A. W. Altorfer, together with the 
late S. H. Altorfer, founded Altorfer 
Bros. Co. in Roanoke, II., in 1909, and 
has held an executive position with the 
company ever since. H. W. Altorfer 
has been associated with the business 
for the past 15 years in the capacity of 
secretary and was elected general man- 
ager last Fall. a 


Leo Pollock Organizes 
New Firm 

Leo Pollock, for many years general 
manager of the M. Propp Co. has or- 
ganized the Leo Pollock Corp., 644 
Broadway, New York City. The new 
firm will manufacture Christmas tree 
outfits and specialties. Mr. Pollock an- 
nounces that the new line, which will 
be sold through wholesalers, is 100 per 
cent American made. 


Vv 


General Electric Advances 
Burrows 

The promotion of R. P. Burrows, 
hitherto manager of the Pacific Divi- 
sion, to the assistant managership of 
the Sales Promotion Department, has 
been announced by J. E. Kewley, vice- 
president in charge of the Incandescent 





Lamp Department of General Electric 
Co. at Nela Park, Cleveland. 


Succeeding Mr. Burrows as manager 
of the Pacific Division, with headquar- 
ters at San Francisco, is M. C. Hixon, 
former assistant manager of that terri- 
tory. 

v 


C. F. Thomas with Glasco 


C. F. Thomas has been appointed 
assistant sales manager in charge 
of supply sales under John R. Steele, 
sales manager of the Glasco Electric 
Co., St. Louis, Mo. For the past 11 
years, Mr. Thomas represented Cut- 
ler-Hammer, Inc., in the St. Louis ter- 
ritory. 

At Glasco’s Kansas City house, 
George Hayden has been made mer- 
chandising manager, responsible for all 
merchandise sales. 


v 


Delta Combines with Raytheon 


The Delta Manufacturing Co., for- 
merly of Cambridge, Mass., makers of 
transformers, chokes, and other radio 
equipment, has joined the Raytheon 
Manufacturing Co. The activities of 
the combined companies will be carried 
on under the name of Raytheon Manu- 
facturing Co!, Electrical Equipment Di- 
vision, in a newly acquired plant at 
190 Willow Street, Waltham, Mass. 

There has been no change in the 
Delta organization and all products for- 
merly made by them will now continue 
to be manufactured by the same person- 
nel and sold by Raytheon’s Electrical 








Cooperation and Protection to Its Distributors: Formed the central theme of 
discussions at the sales and merchandising meeting recently held at the Des Plaines 
office of the Benjamin Electric Mfg. Co. Electrical wholesalers will recognize many 
of the men here. Beginning at the left, are: J. J. Devore; P. D. Phillips, chief 
engineer; J. W. Fall, sales manager, Porcelain Enamel Division; C. B. Harlow, sales 
manager, central division; B. G. Kodjbanoff, sales manager, eastern division; W. D. 
Steele, president and general manager, and Miles F. Steel, sales manager, western 


division. 


Equipment Division. In addition, new 
types of rectifying apparatus for con- 
verting a. c. into d. c. are being designed 
to permit the use of rectifiers in indus- 
trial applications where previously only 
motor generators or storage batteries 
could be used. Manufacture of Ray- 
theon radio tubes will be continued at 
the’ Newton, Mass., plant. 


v 


Gordon Lewis Now with Jenkins 

Jenkins Bros., Bridgeport, Conn., 
have announced the appointment of 
Gordon N. Lewis as assistant manager 
of their Tape Division. Mr. Lewis for- 
merly represented the Plymouth Rubber 
Co. in the New York territory. 


= 


Recent Kelvinator Appointments 


J. A. Harlan, commercial sales man- 
ager, Kelvinator Corp., Detroit, has an- 
nounced the transfer of O. F. Boyer, 
general manager of the Kelvinator dis- 
tributing organization in California, to 
managership of the southern district. 

S. V. Alltmont, formerly in charge 
of the Water Cooling Division, has 
been selected to head the company’s 
newly created Liquid Cooling Division 
which will handle the merchandising of 
both water coolers and beverage cool- 
ing apparatus. 

Vv 


Cutler-Hammer Transfers 
Anderson 

E. K. Anderson is now traveling the 
southern territory for Cutler-Hammer, 
Inc., Milwaukee, Wis., with headquar- 
ters in St. Louis. Mr. Anderson has 
been Cutler-Hammer representative in 
the Minneapolis area for the past three 
years, 

v 


Stewart-Warner Standardizes on 
National Union Radio Tubes 


The ,National Union Radio Corp., 
New York City, announced last month 
that Stewart-Warner Corp., Chicago, 
after a long series of technical tests, 
have selected National Union tubes as 
standard equipment for all Stewart- 
Warner radio sets. 


v 


G. V. Weir Forms National 
Sales Agency 

G. V. Weir, until recently sales man- 
ager of the Circle F Mfg. Co., and prior 
to that for 10 years head of Weir, Smith 
& Co., manufacturers’ agents, announces 
the formation of Weir & Co. The new 
organization plans to establish agents 
in all principal cities and to handle na- 
tionally the products of non-competing 
manufacturers in the electrical and 
hardware fields. 
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Now a Scientifically Designed 
VENTILATING FAN THAT MEETS EVERY TEST 


A new type of fan that means MONEY MAKING for 
you and your dealers. The Ventura Ventilator, because 
of its scientific design and quiet operation, is a “natural” 
for installation in stores, offices, factories, shops, garages, 
theaters and restaurants. 


Inspect its streamline ring (Fig. |). It serves as both fan 
inlet and dis- 
charge outlet. It 
is the result of 
years of prac- 
tical experience 
and research 
by American 
Blower Engi- 
neers. 


Then look at 
the fan blades 
(Fig. 2). Why, 
they're differ- 
ent! But they 
give an imme- 
diate impres- 
sion of handling 
alotof air—and 





tests prove it! 


Compare the 
new Ventura 
Fan Wheel 
(Figs. 2 and 3) 
with any other 
typeyou veever 
seen and you'll 
know it’s right. 


Tests conduct- 
ed in accord- 
ance with the 
Standard Test 
Code of theAm- 
erican Society 
of Heating & FIG. 2 
Ventilating Engineers demonstrate that the new Ventura 
Fan isso superior there just isn’t any question. Compare 
your total installed cost for these new square plate fans 
with circular frame fans. From the cost standpoint alone 
you will find you are dollars and cents ahead, to say 
nothing of the extra air handled. Glance over the 
power consumption figures on tests run according to 
the standard practice of the American Society of Heat- 
ing & Ventilating Engineers and you'll immediately 
see that, for the amount of air handled, comparisons 
do not exist for this fan. 

Quietness in operation, too, is a factor. You've heard 
ordinary fans and that’s “enough said,” but wait till 
you hear this one run (Figs. 4 and 5). Operating at top 
speed it is actually as quiet asa small sailboat slipping 
through the evening breeze. 


American Rlower 























I ONING. DRYING 


aw... 


Measure it against tans 
of many more blades 
(Fig.3), and you'll find 
the same results— 
greatercapacity, lower 
power consumption 
and quieter operation. 


Look at it from the 
standpointofvibration 
(Fig. |). The motor is 
quiet operating,spring 
suspension mounted 
(patented feature), the 
conduit is flexible, to 
preserve the resilient 





FIG. 3 
motor mounting, and the motor supports are of 

























FIG. 4 
sturdy round seamless-steel tubing—all combining to 
prevent any drumming effect. 


To back up this fan are complete sales and advertising 
plans that make it sell. Mail the coupon for free copies 
of the new 1934 American Blower Blue Book. 

AMERICAN BLOWER CORPORATION, DETROIT, MICHIGAN 


CANADIAN SIROCCO CO., LIMITED, WINDSOR, ONTARIO 


BRANCH OFFICES IN ALL PRINCIPAL CITIES 
Division of American Radiator and Standard Sanitary Corporation 


AMERICAN BLOWER CORPORATION, 6000 Russell Street, Detroit, Mich. 
BRANCH OFFICES IN ALL PRINCIPAL CITIES 


Please send FREE copies of the 1934 American Blower Blue Book for dealer 
distribution. 


Name 


City. 


Address, 





_State, (1308) 
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Invaluable to Manufacturers’ 
Sales Managers 
and their Salesmen 





THE NEW 1934 DIRECTORY 
OF 


ELECTRICAL WHOLESALERS 


(Every Name Verified) 
125 New Listings, 115 Deletions, 829 Revisions 





Contains the following information 
on 1,001 wholesaling establishments 


|. Firm name 

2. Address 

3. Branch and affiliated houses 

4. Memberships in National and Local Asso- 
ciations of Electrical Wholesalers 

5. Names of officers and department mana- 
gers 

6. Territory covered 

7. Number of salesmen—city, country and 
counter ; 

8. Floor space occupied 

9. Size of inventory 

10. Lines handled (supplies, appliances radio, 
fixtures) 











Substantially bound in handsome leatherette cover 


Single Copies $15. 


Liberal Discounts on all orders for more than one copy 


Order from 


The Electrical Trade Publishing Co. 
520 N. Michigan Ave. Chicago, Ill. 











California Office Opened by 


Federated Sales Service 


The Federated Sales Service, 537 
Commonwealth Ave., Boston, announces 
the appointment of Andrew M. Peter- 
son as their California representative 
with headquarters at 210 West 7th St., 
Los Angeles. Mr. Peterson has been a 
resident on the Pacific Coast for the last 
six years and previous to that was ad- 
vertising manager of the Babson Statis- 
tical Organization, Wellesley Hills, 
Mass. 

The Federated Sales Service helps 
manufacturers build national sales or- 
ganizations of manufacturers’ agents. 
Mr. Peterson will assist Pacific Coast 
manufacturers in building national sales 
organizations of manufacturers’ agents 
to operate east of the Rockies. 


v 


RCA Victor Auto Radios 
Chosen by Graham-Paige 
After exhaustive comparative tests, 
the Graham-Paige Motor Co. has se- 
lected the RCA Victor automobile radio 
as the official instrument for installation 
in the Graham-Paige cars. A special 
window display poster featuring this 
important announcement has been pre- 
pared for display by Graham-Paige 

dealers throughout the country. 


OT 


A. A. Neumann 


A. A. Neumann, general sales _man- 
ager of the Crescent Insulated Wire & 
Cable Co., Trenton, N. J., died on May 
14, from injuries received in an auto- 
mobile accident on the previous day. 
He had been associated with that com- 
pany for the past 15 years and was but 
33 years old at the time of his death. 

Mr. Neumann had been closely asso- 
ciated with the activities of the National 
Electrical Manufacturers Association 
for the improvement of industry condi- 
tions and a resolution, expressing the 
sympathy and regret of his associates in 
the Wire and Cable Subdivision of 
NEMA, was passed at a recent meet- 
ing of that group. 


Vv 
F. J. Durkin 


Frank J. Durkin, manager of the 
Newark house of the General Electric 
Supply Corp., died suddenly in his office 
on May 19 from heart disease. He was 
44 years old and had recently been ap- 
pointed to the local District Agency for 
the administration of the Radio Whole- 
saling Code. His widow, a daughter 
and three brothers survive him. 














YES---Wholesalers’ Salesmen 
Carry Samples 


FEW weeks ago we were discussing merchandis- 
ing problems with the sales executive of an appli- 
ance manufacturer. During the course ofthe 

conversation the manufacturer stated that his greatest 
problem with his wholesalers was to get their salesmen 
to carry samples. 

It so happened that a short time before we had spent 
a day “going the rounds” with a wholesaler’s salesman. 
We picked him up at his house at eight A.M. and he 
came out of his front door with a sample under his arm 
—a new lantern that was a knockout for watchmen, 
campers, fishermen, farmers and, in fact, for almost 
anybody. 

The entire day was spent enthusiastically displaying 
the salesman’s new pet to electrical and hardware deal- 
ers. By early afternoon the company’s entire initial 
shipment had been sold by this one salesman. 


So we told our manufacturer friend that we believed 
he had the wrong slant and recounted this true story 
of the salesman and the lantern. But he insisted this 
was only the exception that proved the rule. 

Always ready to champion the cause of the whole- 
saler’s salesmen, we proceeded to look for further evi- 
dence that these “key men of the industry” actually po 
carry samples. 

We picked 15 typical independent wholesalers in seven 
different states. Two of them, who sell principally to 
industrials and do very little appliance business, said 
“No, our salesmen do not carry samples.” One said, 
“Yes, when we can get them to,” indicating to our mind 
that there was something “haywire” in the sales man- 
agement of that particular house. The remaining 12 
(80 per cent) told us that their salesmen Dip carry sam- 
ples. “We absolutely insist that they do,” one whole- 








q 
saler added. 

Our inquiries also brought to light the activities of 
two salesmen who went out with samples of a new line 
of electric clocks and, between them, opened up 39 new 
dealer accounts in two days. 

{ Do wholesaler’s salesmen carry samples ? 
: 


Other articles on appliance merchandising | Witie sie otiew en. 
will be found on pages I1, 12 and 13 | 
of this issue 


| ae a a The Editor 
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(s-E, Hotpoint 


um, Kor the past few months, 





vague rumors about the poli- 
cies of General Electric Hot- 
point have been circulating 
through the wholesale trade. 

“They say that Hotpoint is chang- 
ing its policy of doing business through 


jobbers”... 
WRONG! 


“They say that Hotpoint’s policy 
of a fixed list price is going out the 


window... into the discard!” 


WRONG! 

“They say that Hotpoint is cut- 
ting down its line’... 

WRONG AGAIN! 

“They say that Hotpoint is get- 
ting tough with the margin of profit 
it allows the wholesalers”... 


WRONG! 100% WRONG! 





Qe, 


ae... 


General Electric Hotpoint Policies 
will continue—intact! 
General Electric has made no change, 
is making no change, and does not 
contemplate making any change, in 

its G-E Hotpoint trade policies. 
General Electric will continue to 
actively promote the sale of Hotpoint 
appliances through wholesalers. It 
will continue to guarantee every 


GENERAL @ ELECTRIC 
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spikes a rumor! 





wholesaler a fair, adequate, 
* legitimate profit. It will con- 
tinue to offer the most com- 
plete line of products in the 
small appliance field. 

It will continue to develop new and 
useful products for which there is a 
known demand, and offer these prod- 
ucts to wholesalers immediately after 
they are perfected. In 1934 alone, 
Hotpoint will have intro- 
duced 18 new appliances. 

It will continue to do busi- 
ness with wholesalers in the 





spirit of a “good partner” — 
a spirit of fairness and consideration 
for our mutual interests. 
What G-E Hotpoint 
is doing to help wholesalers and 
wholesaler’s salesmen 


General Electric Hotpoint has always 


operated on the philosophy that it 
cannot do too much to help whole- 
salers and their salesmen. 


This policy will continue. 


Hotpoint field representatives will 
continue to do all in their power to 
assist salesmen—in opening new ac- 
counts and in keeping old ones sweet. 
The six Hotpoint Factory Branch 
Service Stations distributed across the 
country will continue to give the best 
and quickest service in making re- 
pairs and supplying parts. This ser- 
vice is assumed as a duty, which 
should not be relegated outside our 
own organization. 


In addition to this, Hotpoint will 
continue its effort to help the whole- 
saler move goods by planned adver- 
tising to both dealers and consumers. 


Over a period of TWENTY-FIVE 








years the Hotpoint line has 
been successfully and aggres- 
sively advertised to the con- 
sumer. And for an equal 
length of time, dealers have been told, 
through trade publications, of the ad- 
vantages of the Hotpoint line. 

General Electric Hotpoint deplores 
the present tendency to force the sale 
of goods by dodging around the 
wholesaler. It does not agree 
with this policy. Nor will it 
conform to it. 





General Electric Hotpoint 
believes the wholesaler is per- 
forming legitimate and valuable 
services. It believes the wholesaler 


is essential to successful business 


operation, 
It will act accordingly. - 
‘‘Now is the time to buy’’ Cope 





SEE YOUR NEAREST G-E DISTRIBUTOR. OR WRITE GENERAL ELEC- 


TRIC, MERCHANDISE DEPT., SECTION B-797, BRIDGEPORT, CONN. 








NEWS and VIEWS 
OF THE MONTH 
































Cleveland: ‘This illustration shows. the Chicago: Few Americans, indeed, have 
model highway recently completed at the seen rubber growing—that is why the 
Nela Park Laboratories of the General Firestone Plantations, a new feature of 
Electric Co., which will be used to test and the Firestone Factory and Exhibition 
demonstrate the comparative “seeing” values Building, is attracting so much interest 
of tungsten and gaseous-conductor light at the World’s Fair this summer. Actual 
sources. Provision has been made for rais- trees were brought from the Firestone 
ing and lowering various test obstacles and Plantations in Liberia, Africa. The 
for moving transversely to the street such liquid rubber is seen flowing from the 
objects as dogs, cats, pedestrians, and cars. trees. All of the steps in gathering 
The lower view shows the luminaire hous- rubber are shown and explained—tap- 
ing, so constructed that they may be shifted ping, the preparation mill, coagulation 
instantly from the gaseous-conductor source into solid rubber, sheeting, smoking, 
to the tungsten lamps, and vice versa. drying, and baling. 





7 * 
F c New York: A device that 


‘jiggles” automobile radio 
sets 3,425 times a minute 
with such force that a sin- 
gle vibration would jar a 
driver’s hand loose from 
the steering wheel, is the 
radio industry's latest ap- 
plication of automotive 
“proving ground” meth- 
ods. John B. Hawkins, 
production engineer, Em- 
erson Radio and _ Tele- 
vision Corp., operates a 
specially designed testing 
device, the severity of a Underwood & Underwood 
five-hour test exceeds 30,- Washington: Mrs. Franklin D. Roosevelt 
000 miles hard driving. t “ : 
inspects at the Bureau of Home Economics 
Laboratory, a combination electric range 
e and electric refrigerator retailing at $139.50 
designed by the General Electric Co. for 
the TVA. The refrigerator opens at the top, 
utilizes the mechanism developed for previous 
G. E. refrigerators, and will be built only in 
one model, insuring maximum of price savings 
by mass production in standard lots. The 
companion range, built to the height of the 
refrigerator can be purchased with or with- 
out the refrigerator. Sold separately, the 
range costs $72, the refrigerator $74.50. 











4 


Chicago: Out of the heat and into 
the refreshing coolness of the Frigi- 
daire air conditioned house is a treat 
that thousands are enjoying at A Cen- 
tury of Progress. When it’s hot in 
Chicago, it’s hot. But in the Frigi- 
daire house it’s always cool and com- 
fortable. 
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BURGESS 


NEW, FAST MOVING 
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* This new, colorful 
display of F-29 cases attracts 
attention and invites pros- 
pective buyers to examine 
—and BUY. Display takes 
little counter space. Does 
big selling job. Comes to 
you with six F-29, BUR- 
GESS two cell Focusing 
Cases (priced to sell at 59¢ 
Complete) and 36 No. 2 
UNI-CELS in “Silent Sales- 
man” Vender. Order this 
new F-29 Combination to- 
day. It will increase your 
Flashlight and Battery sales. 


ASK YOUR JOBBER OR 
WRITE FOR PRICES 
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> FREE handsome all-metal Display—order 
fast-moving assortment of eleven BURGESS 
popular priced nickel plated flashlight cases 
shown here and 36 BURGESS UNI-CELS (in 
“Silent-Salesman” Vender) and receive new 
all-metal Display absolutely FREE! 

Has baked-on enamel finish. Small rubber feet 
to protect your counter. Can be hung on wall, 
displayed on counter orin window. A compact 
flashlight department, this new display will 
quickly sell cases shown—and will move flash- 
lights you now have on hand! Order this deal 
today—No. 1100—get display FREE. 


Important Part of 
NEW DEALS! 


The new BURGESS 
“Silent-Salesman” Vender 
will help you increase your 
flashlight battery sales. 
Holds 36 UNI-CELS,. 
Comes to you complete. 
You simply unpack and 
set it on your counter. 
Watch your sales increase! 


F-19 


SANG Flas 
Rs HN, bi 


* Every dealer should 
have this attractive display 
of six BURGESS F-19 
Cases. Comes to you in 
combination with twelve 
No.1 UNI-CELS. The F-19 


is the popular BURGESS 
two cell “Baby” Focusing 
Flashlight: The smallest 
focusing flashlight made, 
it has always been popular 
with women as well as 
men. Especially useful 
around the house or auto- 
mobile. Big seller to 
tourists: Be sure to order 
this new, fast moving, pro- 
fitable, F-19 Combination. 
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A Section Devoted to 


Manufacturers’ 


Descriptions of 


Their Products 








Ice Cream Freezer for Electric 
Refrigerators 


Fitting into the freezing or ice cube 
compartment of automatic refrigerators, 
this “Easy-Way” freezer enables the 
housewife to make ice cream free from 
icy crystals. In making any frozen des- 
sert, simply pour in the ingredients 
fasten the cover with the spring latch, at- 
tach the cord to any convenient outlet 
and place the freezer in cube compart- 
ment. Motor of the freezer automat- 
ically stops when the dessert is frozen 
to proper firmness. The freezer holds 
three pints, is made of non-staining, 
highly polished alloy.and is very easy to 
keep clean. The cord is very thin and 
flexible and its design, coupled with the 
flexibility of the refrigerator door gasket, 
enables the door to be tightly closed on 
the cord without damage even after long 
continuous use. The “Easy-Way” will 
also chill and mix drinks without ice 
dilution, beat eggs, whip cream and mix 
batters. Easy-Way Co., 432 W. Mar- 
quette Rd., Chicago—Electrical Whole- 
saling, July, 1934. 





"Lighthouse" Lamp 


_ With everything going nautical this 
little “lighthouse” lamp is perfect for a 


child as a guide in the dark. It also 
makes an attractive gift for the adult 
as an accessory in the recreation room, 
bar, etc. The finishes are satin brass or 
satin nickel. List price, $1, complete 
with battery and bulb. Chase Brass & 
Copper Co., Specialty Sales Dept., Chase 
Tower, New York City—Electrical 
Wholesaling, July, 1934. 


Self-Starting Electric Clocks 


The influence of the airplane is ap- 
parent in the decorative, streamlined de- 


What's New 


sign of these “Airman” and “Starman” 
models. The “Airman,” a square easel- 
back clock suitable for desk or table 
use, is offered in either a walnut or 
maple hand-rubbed, lacquer finished 


case; the former with chrome plated 
bezel, convex crystal, etched-in black 
Roman numerals and black dial; the 
latter with gold finish bezel, etched-in 
white Roman numerals, and cream white 





dial. The “Airman” stands 5%” high, 
534” wide, 254” deep, and lists at $6.75. 
The “Starman” also offers a choice be- 
tween a square walnut or maple hand- 
rubbed lacquer finished case. The for- 
mer shows a chrome plated bezel, con- 
vex crystal, and black metal dial with 
stars finished in silver, in the place of 
numerals. With the maple case comes 
a gold finish bezel, convex crystal, and 
black metal dial with stars finished in 
gold. Dimensions and price are the 
same as the “Airman.” Warren Tele- 
chron Co.. Ashland, Mass.—Electrical 
Wholesaling, July, 1934. 


Radio Set for 32 Volts D.C. 


Designed for use in rural and farm 
homes, where only a 32-volt d. c. supply 
is available, Model C-67 is in a full- 
sized, six-legged cabinet of early Eng- 
lish design. Of walnut veneer, it has 
a hand-rubbed wax finish, and the 
matched walnut control panel is recessed 
and capped with a light arch of zebra 
wood. Side panels are curved. Dual 





tuning range includes 540 to 1500 kilo- 
cycles standard broadcast band, and 1400 
to 2800 kilocycles police, amateur and 
aircraft bands. It is a six-tube super- 
heterodyne set, giving nine-tube per- 


formance. Current consumption is only 
two amperes. Chassis and power supply 
are mounted in two separate units. Fuse 
protection has been inserted in the 
power cable. General Electric Co., Sche- 
nectady, N. Y.—Electrical Wholesaling, 
July, 1934. 


Washer with New Wringer 
Feed 


Model 62 incorporates the “Mechani- 
cal Hand,” a new method of. feeding 
clothes to the 
wringer which 
keeps the hands 
away from the 
rolls. Tub is of 
everlasting por- 
celain on heavy 
Armco iron 
with vertical 
corrugations. 
Galvannealéed 
steel lid edged 
with rubber. 
Large four-fin, 
high wing mul- 
tiflush agitator 
gives a thor-: 
ough double 
washing action 
that is rapid and very gentle. Cushioned 
power is transmitted from self-lubri- 
cated motor through precision-cut worm 
and chrome nickel worm gear. Hard- 
ened and ground shafts have oil threads 
to insure positive bearing lubrication. 
Mechanism runs in oil. Finished in sand 
grey, black and polished aluminum. List 
price, $79.50. Haag Bros. Co., Peoria, 
Ill.—Electrical Wholesaling, July, 1934. 





Four-Tube A.C.-D.C. Radio 


Model V op- 
erates equally 
well on a six 
volt storage 
battery, 32 volt 
farm light 
plant, 110 or 
220, a.c. or d.c., 
the odd cur- 
rents and volt- 
ages being sup- 
plied through a 
simple adapter especially designed for 
the purpose. Set tunes from 540 to 
1710 kilocycles and gets police calls 
and amateur stations. Equipment in- 
cludes dynamic speaker, built-in antenna, 
RCA tubes and phonograph provision. 
Its small size (834” wide by 6” high by 
334” deep) makes it particularly attrac- 
tive for home, farm, automobile or boat 
use.. List price, $18.95. Simplex Radio 
Co., Sandusky, Ohio—Electrical Whole- 
saling, July, 1934. 




















July, 1934 


ELECTRICAL WHOLESALING 


4\ 





Appliance Display Stand 


_ This compact merchandiser is finished 
in grained walnut, provides for the dis- 
play of at least 12 appliances and re- 





quires a floor space only 36” wide by 
24” deep. Height of stand is 33”. This 
display table is available without charge 
to dealers purchasing a modest assort- 
ment of the most popular numbers in 
this manufacturer’s appliance line. Re- 
tail value of the assortment is $69.75. 
Landers, Frary & Clark, Inc., New 
Britain, Conn.—Electrical Wholesaling, 
July, 1934. 


Two Circuit Switch 


“Levolier”’, No. 201 a new two-circuit 
switch for use with three-light lamps, 
is identical in size with the ‘“Levolier” 
No. 61. Incorporating all the well- 





known “Levolier” features, the switch is 
simple in design, easy to install and 
low in price. McGill Manufacturing Co., 
Valparaiso, Ind.—Electrical Wholesal- 
ing, July, 1934. 


Compact Control Transformers 


Unnecessary 
bulk has been 
eliminated, re- 
sulting ina 
small, compact 
unit. Rated to 
deliver the spe- 
cified capacities 
in continuous 
service. Tem- 
perature rise 
and power 
losses have been 
reduced to a 
minimum and annoying transformer 
“hum” has been eliminated. A varnish 





impregnation protects them from mois- 
ture. Line includes both housing and 
compound filled encased types built to 
conform to all requirements of the 
National Board of Fire Underwriters. 
Available for every low voltage require- 
ment—valve control, signalling devices, 
and relays of all types where positive, 
dependable performance is required. Sola 
Electric Co., 2525 Clybourn Ave., Chicago 
—Electrical Wholesaling, July, 1934. 


Machine for Washing Rugs 


Perfection of a new rug shampoo 
for use in connection with a portable 
carpet scrubbing machine now makes 
possible the washing of rugs without 
taking them up from the floor. Sham- 





poo cuts grime and grease and loosens 
gum spots. It evaporates completely, 
leaving carpets bright, lustrous and dry 
three to four hours after washing. No 
rinsing or wiping is needed. One op- 
erator, with this manufacturer’s combi- 
nation carpet scrubbing machine, can 
easily wash carpets in 15 or more rooms 
per day. The same machine, plus at- 
tachments, can be used for conditioning, 
scrubbing, waxing and polishing floors 
of every type. Hild Floor Machine Co., 
108 W. Lake St., Chicago—Electrical 
Wholesaling, July, 1934. 


Socket for Three Light Lamps 


These three circuit lamp sockets, ap- 
plicable for use where different levels of 
illumination would be desirable, are 
quite similar in outward appearance to 
the present mogul porcelain socket. In- 
terior has been redesigned to provide a 
floating center contact for the high wat- 
tage lead, supported by a coiled steel 
spring which insures perfect contact. 
Surrounding this contact is a ring con- 
tact for the low wattage lead and the 
standard shell provides the common lead. 
Terminals on back of socket are arranged 
in deep cavities with large binding head 
screws to make wire connections. Polar- 
ity is denoted by the screw shell terminal 
being nickel plated. Supporting screw 
spacings are standard and it can, there- 
fore, be substituted for the present mogul 





socket directly. Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa—Electri- 
cal Wholesaling, July, i934. 


Fixture for Aisle Lighting 
car 


= 





Made entirely of 
steel, porcelain 
enameled, the 
“Stacklite” is de- 
signed for instal- 
lation in aisles of library bookstacks, 
stockbins, record rooms and _ storage 
shelves of all kinds. All exposed sur- 
faces are white. The carefully designed 
shape of reflector, the embodying of the 
flat top diffuser and the use of white 
porcelain enamel combine, it is stated, 
to make it the ideal illumination unit 
for this type of installation. Designed 
for 40, 50, or 60 watt lamps. Flat top 
diffuser allows installation at any de- 
sired height. Unit consists of an apron 
shade fashioned in the form of a double 
truncated cone, open at top and affixed 
by means of four slender arms to a 
reflecting diffuser of wide diameter. 
Dimensions of unit are, top diffuser, 
13%” in diameter; shade, 9” diameter 
at opening. Unit is 534” high and over- 
all height, 6”. Day-Brite Reflector Co., 
St. Louis, Mo—Electrical Wholesaling, 
July, 1934. 


Flush-Type Lighting Panels 


Available in three sizes, five lengths 
to each size, these units have steel or 
bronze hinged frames; porcelain enamel 
reflecting surface; single or twin porce- 
lain sockets, and steel boxes furnished 
with 4%” knockouts, one in each end 





and one on top at each end. All but 
single socket fixtures are furnished 
wired with No. 14 slow-burning wire. 
Steel frames are finished in any stand- 
ard lacquer spray finish, and bronze 
frames in any standard oxidized plated 
finish, natural bronze, nickel and chro- 


mium. Day-Brite Reflector Co., St. 
Louis, Mo. — Electrical Wholesaling, 
July, 1934. 
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Automatic Range 


Among the unusual features of the 
“Imperial” range are a new aviation- 
type centralized panel control —all 
switches and controls mounted together 
on the back panel at point of greatest 
utility and visibility; radio dial-type il- 
luminated automatic-temperature con- 
trols, new design built-in automatic 
Telechron electric timer and clock, au- 
tomatic electric lighting in upper oven, 
“Minute Minder” which gives audible 
note of elapsed time by ringing a bell 
at a predetermined time, modern design 
bakelite switch buttons and door handles 
with stainless metal inserts. Compact 
in size, finished in white vitreous enamel 
with Monel metal top, this range is de- 
signed to be completely built-in, flush 
against walls and cabinets. General 
Electric Co., Specialty Appliance Sales 
Dept., Cleveland, Ohio — Electrical 
Wholesaling, July, 1934. 


Coffee Maker 


Available in 
three sizes — four, 
six and eight cups 
—this coffee 
maker has a por- 
celain enamel lift- 
ing handle by 
which the drainer 
assembly can be 
withdrawn from 
the upper bowl; 
Pyrex glassware is 
used. Cool black 
Calmold handle at- 
tached to lower 
bowl makes pour- 
ing easy. Stove is 
equipped with spe- 
cially designed glow coil heating unit. 
Deftly concealed terminals are mounted 
on base plate. Special air controlled 
construction of stove permits circulation 
of air between heating unit and lower 
bowl. Water cannot remain in contact 
with finely ground coffee longer than 
prescribed. All metal parts chromium 
plated. Metal cover has cool black Cal- 
mold lifting knob and holds upper bowl 
inverted after coffee is brewed. General 
Electric Co., Heating Device Sales, 
Bridgeport, Conn.—Electrical Wholesal- 
ing, July, 1934. 





Two Speed Cleaner 


With this “dual speed’ vacuum 
cleaner, the high speed can be used 
for cleaning once a week to remove 
deeply embedded dirt, and the low 
speed to pick up surface dirt daily. 
The non-radio-interfering motor is fan- 


cooled and has _ sealed-in lubrication 
sufficient for the average life of the 
cleaner. Weighing 14 lbs., this cleaner 
has a low aluminum motor housing 
making for easy access to difficult 
places. Nozzle is extra wide. A posi- 
tive handle-locking and tilting device 
makes the cleaning process easier for 
the user. A rotating brush is said to 


ae 














give 20 per cent greater efficiency. 
Brushes are placed in two rows and 
mounted on a horizontal wood shaft 
sheathed in steel. Westinghouse Elec- 
tric & Mfg. Co., East Pittsburgh, Pa. 
—Electrical Wholesaling, July, 1934. 


Three New Washers 


Ranging in price from $39.50 to 
$59.50, these new models are all 
equipped with Lovell wringers and all 
have direct drive with fully enclosed 
gear case. Other models in this manu- 





facturer’s line are priced at $69.50, 
$79.50 and $89.50. The Barton Corp.., 
West Bend, Wis.—Electrical Wholesal- 
ing, July, 1934. 


Streamlined Electric Drill 


The power of this new %4” special 
electric drill has been increased 33 1/3% 
over previous models.  Anti-friction 
bearings are used throughout with the 
armature and chuck spindle mounted on 
ball bearings. Also has an entirely new 





switch handle. Tool weighs only 534 
Ibs. Its graceful lines aid balance and 
ease of handling. Provided with uni- 
versal motor, available for all voltages. 
Black & Decker Mfg. Co., Towson, Md. 
—Electrical Wholesaling, July, 1934. 


Converter Operates Small A.C. 
Appliances from D.C. 


This unit, 
measuring 
only 4%” high 
by 5%” wide 
by 2%” deep, 
is furnished 
complete with 
cord and plug 
for connecting 
to any 110 volt 
d.c. socket and 
will then provide a 110 volt, 60 cycle, a..c. 
output. It has been found very useful by 
the medical profession for operating 
small lights and other electrical equip- 
ment that cannot be connected to d.c. 
sockets. Models also available for opera- 
tion from six and 32 volt, d.c. sources, 
and larger models are manufactured for 
supplying a.c. voltage to appliances re- 
quiring higher power. Pioneer Gen-E- 
Motor Corp., 464 W. Superior St., 
+ ai imate Wholesaling, July, 
1934. 





Calibrated Time Switch for 
Washers 


This device shows the time required 
to wash various types of clothes—silks, 
cottons, overalls, colored clothes, etc. 
Pointer is set on dial to type of clothes 





to be washed and the switch auto- 
matically turns on the washer and sets 
the time in one operation. Pointer can 
also be set at calibration marked 
“wringer” which turns wringer on until 
work is completed. M. H. Rhodes, Inc., 
Rockefeller Center, New York City— 
Electrical Wholesaling, July, 1934. 
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Testing Pliers 


This testing plier embodies a carbon 
lamp. There are times when neon test- 
ing devices are uncertain due to mois- 
ture and will light up partially, even 
after the fuse has blown. However, by 
the use of the carbon lamp, testing is 
made more certain. This plier also em- 
bodies prongs which can be used for 
the testing of base receptacles and lamp 
sockets. By removing the screws from 
one leg of the pliers, the lamp can be 





replaced when burnt out. Although 
range of this device is 110 to 220 volts, 
voltages as low as 70 volts will light 
the lamp. List price, $2.00, additional 
lamps, 25c each. Star Fuse Co., 235 
Canal St., New York City—Electrical 
Wholesaling, July, 1934. 


"Delux" Finished Refrigerators 


Many of the 12 models in this “C” 
line of refrigerators are finished in 
“Delux,” a new finish which closely re- 
sembles porcelain and is superior to the 
standard lacquer finishes in that it is 
more impervious to high humidities, re- 

















tains its lustrous appearance longer, and 
offers more resistance to cuts and 
scratches. Prior to the application of 
this new finish, the refrigerator cabinet 
is subjected to a “Bonderizing” process 
which precludes the possibility of the 
spread of rust in case the finish should 
be accidentally damaged. The top shelf 
in the froster of the larger models is 
refrigerated. A “Handy Tray” pro- 
vides a shelf for use in rearranging 
foods. Other features include: ice tray 
release and bottle opener, metal evap- 
orator which replaces the porcelain 
froster used on previous lines, ease of 
cleaning, new hardware, and a door 
opener combining knee and finger ac- 
tion. Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa.—Electrical 
Wholesaling, July, 1934. 


Washing Machine Motor 


The initial lubrication of this Type 
KH washing machine motor is designed 
to last the lifetime of a domestic wash- 
ing machine. The right amount of lubri- 
cation is provided at the factory, and no 
provision is made for re-oiling. This is 
a resistance split-phase start, induction- 
run motor. Has constant-speed induc- 
tion-motor running characteristics and 





large reserve capacity. Available in 1/6 
and % hp., 110 and 220 volts, 60, 50, 
and 25 cycles. All % h.p. motors have 
the same mounting and overall dimen- 
sions, fit into the same space, and mount 
in the same cradle. These motors are 
permanently fixed in a live rubber 
mounting which is treated with a com- 
pound impervious to oil, designed to 
eliminate objectionable noise caused by 
torque vibration and by endwise and 
radial out-of-balance. General Electric 
Co., Schenectady, N. Y.— Electrical 
Wholesaling, July, 1934. 


Combination Fuse Puller 
and Tester 


Made of reinforced bakelite in the 
form of pliers, this device is a com- 
bination tool for testing, removing or 
inserting fuses from 30 to 100 amps. 
capacity, testing circuits of from 110 to 





550 volts, handling all types of “live” 
electrical parts, adjusting loose cut-out 
clips, etc. Test pins are mounted on 
handle ends—opening or closing han- 
dle adjusts pins to proper distance. Test 
light is enclosed in the handle. Its 
pocket size—only 7” overall length— 
further adds to its convenience. Ideal 
Commutator Dresser Co., Sycamore, III. 
—Electrical Wholesaling, July, 1934. 


Enclosed Fuse Blocks 


These fuse blocks are supplied in 
either two or three pole, 250 or 
volts, 30 to 400 ampere, and can be fur- 
nished in black or cadmium plated 





enclosures. They are equipped with the 
manufacturer’s patented “Vystipe” fuse 
terminals which reduce fuse heating to a 
minimum. The Trumbull Electric Mfg. 
Co., Plainville, Conn.—Electrical Whole- 
saling, July, 1934. 


Photoelectric Relay 


Capable of operating at greatly in- 
creased distances, this new relay will 
operate reliably on changes in illumina- 
tion as small as one foot candle or less 
and, when used in conjunction with the 





“G-M” No. 1217 Light Source, can Be 
operated at distances as great as 90 ft. 
with white light and up to 40 ft. with 
an invisible infra-red beam. Operates 
on 110 volt, 60 cycle a.c. and is normally 
supplied with contacts of two amps., a.c. 
non-inductive load capacity. Unit illus- 
trated shows one of the cases that can 
be supplied for housing the unit, the 
proper case depending on the nature of 
the application. A speed of 600 opera- 
tions per minute can be consistently 
maintained. Circuit can be so arranged 
that no plate current is drawn from the 
amplifier tube except while the light 
beam is interrupted, thus increasing the 
life of the tube. G-M Laboratories, Inc., 
1731 Belmont Ave., Chicago.—Electrical 
Wholesaling, July, 1934. 


High Pressure Mercury Lamp 


An inner tube of glass, containing a 
tiny drop of mercury, is the actual light 
source in this new lamp. When an elec- 
tric arc is passed through the lamp, this 
mercury is vaporized and fills the inner 
tube with a brilliant bluish-white glow. 








Pressure is kept relatively high through 
the maintenance of a high operating 
temperature, thus making possible effi- 
ciencies of 35 to 45 lumens per watt. 
Available in only one size at present, the 
tubular bulb is 13” long, 2” in diameter, 
and has a mogul screw base. Has a 
rating of 15,000 lumens and consumes 
400 watts. Westinghouse Lamp Co., 
Bloomfield, N. J.—Electrical Wholesal- 
ing, July, 1934. 
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New Line of Washers 


This new line incorporates four agi- 
tator models available with or without 
a water discharge pump, also one spin- 
ner model. The WP-3, illustrated, in- 
troduces a thermal tub as a deluxe fea- 
ture, which increases the efficiency of 
the washing operation by maintaining 
the water temperature at a more con- 
stant degree. Features include: a four- 
vane “Pari-Vane” water impeller, dual- 
finger touch controls for both water 
impeller and wringer, large capacity, ad- 
justable legs, an “oft” and “on” switch, 
large balloon rubber rolls, and a newly 
designed wringer with a safety “touch- 
bar” release. Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa—Elec- 
trical Wholesaling, July, 1934. 


"No-Boil"’ Coffee Maker 


The “Electro-Brew” has an automatic 
pump which stops pumping at the first 
appearance of steam, thus preventing 





boiling. Coffee is brewed at 195 to 199° 
—just under the boiling point—extract- 
ing from the coffee grounds only the 
healthful and desirable elements. This 
coffee maker has a crystal-clear, heat 
resisting glass bowl, 6%” in diameter. 
with decorative silver bands. It is set 
on a framework of stainless steel with 
a black bakelite base. Voltage range is 
110-120 a.c. or d.c., 300 watts. Furnished 
with a 6 ft. silk cord. Available in two 
models. Number 69 lists for $9.90. 
Number 70, identical to No. 69 except 
that it has a small switch in the base 
which is snapped on “high” for brewing 
the coffee and on “low” for keeping the 
beverage hot, lists for $11.85. Coleman 
Lamp & Stove Co., Wichita, Kans.— 
Electrical Wholesaling, July, 1934. 


ant Electric Co., 


Luminous Tube Transformers 


A streamlined, one-piece drawn case 
features this new line of indoor trans- 
formers for luminous tube applications. 
Case is of rust resisting steel, art-enam- 
eled to insure a permanently attractive 
appearance. Other features include the 
manufacturer’s patented mid-point 
grounded balanced design-mica insula- 
tion, double-vacuum treatment of the 
complete core and coil unit—low heat 














rise—high silicon steel non-ageing core, 
and processed porcelain bushings. Illus- 
tration shows hooks provided for hang- 
ing, the wiring box for rigid or flexible 
conduit connection, and 2% ft. secondary 
cables extending from bottom of case. 
Pull switch is standard equipment. If 
cord and plug are desired on primary, 
attachment can be made through wiring 
box. Jefferson Electric Co., Bellwood, 
Ill.—Electrical Wholesaling, July, 1934. 


Interchangeable Wiring Devices 


The new “IL” line of interchangeable 
wiring devices triples the possibilities of 
a single gang outlet through affording an 
almost unlimited number of combinations. 
It comprises a complete line of recep- 
tacles, switches and pilot devices which 
can be combined in a single gang box. 
The rugged construction and complete 
flexibility of these patented and approved 
wiring devices make them especially suit- 
able for homes, apartments, offices, indus- 
trial plants and for modernization. Bry- 
Bridgeport, Conn.—Elec- 
trical Wholesaling, July, 1 


Flame Proof Wire 


“Safecote” rubber covered building 
wires made in size No. 18 AWG to 
2,000,000 cm., furnished in “Americore” 
(Code), “Amparak” (Intermediate), and 
“Amerite” (30%) grades of rubber, can 





be supplied in standard colors. An im- 
portant feature is the fact that “Safe- 
cote” wires will not carry or support 
flame. The colors do not fade and are 
easily cleaned if they become soiled. 
American Steel & Wire Co., Chicago— 
Electrical Wholesaling, July, 1934. 






, Oem 


Replacement Resistance Cord 


A new radio power supply cord, 
which incorporates a line cord with a 
voltage drop resister, is made with three 
resistances for all ac. or d.c. radios 
using this kind of power supply. These 
cords are six ft. long and attached with 
the handy midget type unbreakable soft 
rubber plug. Number 8920—total resis- 
tance 135 ohms; total filament drop 
25.2-31.5. Number 8921 has a total re- 
sistance of 165 ohms; total filament 
drop 56.5-68.9. Total resistance of No. 
8922 is 290 ohms; total filament drop 
68.9-75.2. Belden Manufacturing Co., 
4689 W. Van Buren St., Chicago.—Elec- 
trical Wholesaling, July, 1934. 


Bicycle Lamp 


In addition to its use as a bicycle 
lamp, this device can also give service 
in motoring, boating, camping and about 
the home. A specially designed remov- 
able and adjustable mounting bracket is 








attached to the back of the lantern. No 
tools are required to mount the light 
on the fork of a bicycle or other sup- 
port, light can be adjusted to any de- 
sired angle. Flat top and bottom allow 
the lantern to rest on either end, the 
handle contributes to easy portability 
and the highly polished, brilliant re- 
flector and Madza bulb assure a long, 
powerful beam of light. Bond Electric 
as 257 Cornelison Ave., Jersey City, 
ae j.—Electrical Wholesaling, July, 


Fish Wire Puller 


The “Red Head” fish wire puller has 
been designed to take the place of ordi- 
nary pliers and other 


similar tools used by the 
electrician when fishing 
wires through conduit. It 


is claimed that the puller will not dam- 
age the fish wire, but leaves it in its 
original condition so that it can be used 
again on other jobs. Steel City Electric 
Co., Pittsburgh, Pa—Electrical Whole- 
saling, July, 1934. 
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Flexible Cord Manufacturers 
Plan Further Activities 


For the past two years the Flexible 
Cord Group of NEMA has been con- 
ducting a special group merchandising 
campaign known as the “Identified Cord 
Movement,” which is being carried out 
under the direction of James A. 
Smith. This has been a carefully 
thought out program for molding pub- 
lic opinion; and is addressed through 
publicity to the general public, includ- 
ing civic groups, women’s organiza- 
tions and the public school systems. It 
is supported by an aggressive sales 
campaign which has received excellent 
cooperation from utility organizations 
and ties in with the sales forces of elec- 
trical wholesalers, dealers, department 
stores and chain stores. Strong pres- 
sure has been successfully brought to 
bear through close cooperation with 
local electrical inspection bureaus. 

The group is advancing on the con- 
viction that code operation and the less- 
ened importance of rugged individu- 
alism is producing a new set of condi- 
tions which can be effectively capital- 
ized by proper planning to offset the 
effects of the major portion of the prac- 
tices of the past five years and which 
have unquestionably formed bad habits 
in the public mind with regard to both 
electrical needs and approved electrical 
practices. Among these may be men- 
tioned home-owners making their own 
electrical extensions and _ installations; 
cut-throat curbstone contractors who 
have chiselled into doing new work; 
wholesale avoidance of proper electrical 
inspection, and dumping of unapproved 
merchandise on the market by manufac- 
turers of the industry: And last, but 
not least, the slackened public education 
on the need for adequate wiring and 
for the many conveniences which it 
affords. 

A new publicity campaign based on an 
aggressive policy in relation to the 
foregoing is now in the making. When 
it is announced it is hoped that every 
manufacturer will support it whole-- 
heartedly, since it will have an import- 
ant effect on the expansion of electrical 
wiring and the increased uses of appli- 
ances and electrical energy. 


v 


May Building Permits Largest 
in Two Years 


Building permits issued in the 215 
cities regularly reporting to Dun & Brad- 
street, Inc., during May involved the ex- 
penditure of $43,805,429, representing 
the largest volume in any single month 
since April, 1932, or exactly two years. 
Comparison with the preceding month’s 
total of $29,280,666 reveals an increase 
of 49.6 per cent, as against a normal sea- 
sonal decline of 6.6 per cent at this time. 














WHERE ARE YESTERDAY’S 


BEST SELLERS? 


Loyalty to an old 1910 model automobile wouldn’t keep you 
driving it. It may have been the best seller in years gone by, 
but today you want a modern car. 


So it is with Friction Tape. It has been improved, too. Today 
your “best seller” is DUTCH BRAND. It is made for longer, 
“Extra Service.” It is so much improved over yesterday’s best 
sellers that it is known as “The Market Leader.” 


And for retail selling, what is more modern than the new, 
original DUTCH BRAND Friction Tape Dispenser? It brings 
one of the most widely used products “out in front” where the 
public can see it. Dealers no longer depend on their customers 

to ask for Tape. The Dispenser does the sell- 





















ie x ing and makes plus profits for you and 
V Sage your customers. 


Handling DUTCH BRAND, the modern 
Friction Tape, makes your Tape sales 
job easier! 

World Wide Distribution Through Jobbing Channels 


VANCLEEF BROS. 


Manufacturers Friction and Rubber Tape and Soldering Paste 
Woodlawn Ave., 77th to 78th Streets, Chicago, U.S. A. 


DUTCH BRAND THE JUMBO PACKAGE 





SOLDERING Contains 10 standard No. 8 
PASTE rolls. economical way for 
Ascientific mixture repairmen, electrical contract- 
—non- corrosive. ors and industrial users to pur- 


chase Friction Tape, where in- 
dividually cartoned Tape is not 
required. 


Cleans as it wo 
— solder fast. 
68 e 

ey 






DUTCH BRAND 
RUBBER 
INSULATING TAPE 
Fuses instantly with 
out heat. Molds into 
one solid piece. It 
s-t-r-e-t-c-h-e-s without 
breaking because it 
contains more live, new 
rubber 


On OA ee O a owe 






The new, original DUTCH 
BRAND Friction Tape Dis- 
penser ... the modern way 
to sell more Friction Tape. 








See the DUTCH BRAND EXHIBIT a# A CENTURY of PROGRESS =CHICAGO-1934 
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WIRE 


ANNUNCIATOR 








DAMPPROOF OFFICE 





THERMOSTAT CONTROL 
CABLE 
Braided Armored 





FLEXIBLE ELEVATOR CABLE 





SHIELD BRAND 


Weatherproof and slow burning 
wires and cables. 





ANTENNA 


Bare Tinned Enameled 





MAGNET WIRE 
Round 


Square 
Rectangular 


Single Cotton 
Double Cotton 


Single Silk 
Double Silk 


Enameled 
Enameled and single cotton 
Enameled and double cotton 
Enameled and single silk 


Enameled and double silk 





MANUFACTURED BY 


The ANSONIA 


Electrical 
Company 
Ansonia, Conn. 


ANNUNCIATORS - BELLS - 
PUSH BUTTONS - 











Better Light—Better Sight 
Program to be Enlarged 

The nationwide lighting activity 
sponsored by the Edison Electric In- 
stitute, and inaugurated last fall, is to 
be continued during the fall and winter 
months of 1934-35 with an enlarged 
program. 

When the Betrer LiGHT-BETTER 
SicHt Program appeared and the op- 
portunities in the lighting field stressed 
by George E. Whitwell, chairman of 
the Sales Committee, and M. E. Skin- 
ner, chairman of the Special Lighting 
Sub-committee, at the Edison Electric 
Institute Convention last June, the re- 
sponse was immediate from utilities, 
electrical manufacturers, wholesalers 
and dealers. 

Lighting campaigns, extensive adver- 
tising, special training of sales organ- 
izations and general public educational 
activities, all built around the slogan, 
BETTER LiGHT- BETTER SIGHT, were 
planned last summer and carried out 
last fall and winter over the country by 
a large percentage of the various in- 
terests. 


The results were extraordinarily good 


| and highly gratifying to the great ma- 





| ings. 
| proper reflecting surfaces have been a 





jority of participants. So much so, that 
a large number of utility executives and 
officials of other important allied groups 
have emphasized the advisability, the 
necessity, the advantages of not only 
continuing a lighting activity but to 
broaden its scope to cover all phases of 
the important subject— eyesight con- 
servation. 

The optical industry through its as- 
sociation, the Better Vision Institute, 
has for several years been conducting 
an extensive educational activity with 
the public on eyesight conservation fea- 
turing the necessity of frequent eye ex- 
amination and correction for good vi- 
sion. Through the estimated 22,600 
establishments with consumer contact 
the story of eyesight conservation is 
constantly being told. 


The paint industry, through its Clean 
Up and Paint Up Campaign Bureau, has 
for 22 years been telling the public of 
the advantages of bright walls and ceil- 
More recently the benefits of 


keynote in its promotion as being of 
great contribution toward better vision 
and eyesight conservation. 

The National Safety Council has long 
advocated the use of better vision de- 
vices and facilities as preventatives of 
risks and accidents that result unneces- 


| sarily in thousands of deaths annually. 


The National Society for Prevention 
of Blindness, a great philanthropic or- 
ganization, has since its inception been 
pleading the cause of eyesight conserva- 
tion with better vision facilities,. par- 
ticularly among parent-teachers’ associ- 





Simple Self-Demonstrator: Henry 
Schoepfel, store manager, F. D. Law- 
rence, Electric Co., Cincinnati, Ohio, has 
a Hubbellock device hanging on the end 
of a string which is attached to the ceil- 
ing, above the city pick-up counter. This 
demonstrator is in the direct vision of 
contractors and industrial men who stop 
in to place their orders. Once they spot 
it they start playing with the switch, 
begin asking questions and, in many 
cases, add a carton of Hubbellocks to their 
order. 





ations, school boards and child welfare 
groups. 

The electrical industry, realizing the 
great humanitarianism of eyesight con- 
servation and the important part that 
good lighting contributes to its prog- 
ress, has adopted eyesight conservation 
as its theme and objective in promo- 
tions of adequate and proper lighting 
for Better Vision. 

With all of these and several more 
important and powerful associations and 
groups, having a common objective— 
eyesight conservation—it was inevitable 
that they should band together into a 
concentrated plan and program. 

This is now being done, through the 
NATIONAL BETTER LIGHT-BETTER SIGHT 
BuREAU, composed of representatives 
from each cooperating industry and 
group. An executive committee repre- 
sentative of the industries furnishing 
financial support to the Bureau will be 
appointed. At the Bureau’s headquar- 
ters, 420 Lexington Ave., New York 
City, a liaison office, with manager and 
staff, will aid in coordinating the ac- 
tivities of all participating groups. 
Each industry will appoint a committee 
to coordinate the activities of that group 
and to be the point of contact for the 
manager and staff. 

Through the Better Light - Better 
Sight News, issued monthly, will clear 
plans and programs of participants, 
ideas and suggestions, exchange of in- 
formation between cooperating groups. 

The Bureau will make available for 
local use lecture material, plans for con- 
tests, radio continuities, literature and 
display material, which may be used in 
common by all groups — all with the 
BETTER S1GHT theme. 

With defective vision known to be 
a real menace to the health, happiness 
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and efficiency of tens of thousands of 
men, women and children, the cam- 
paign platform adopted by the NaTion- 
AL Better LicGHT-BETTER S1GHT Bu- 
REAU IS 

Our Eyes 

Pius CorRECTION WHERE NEEDED... 

PLtus ADEQUATE LIGHT, PROPERLY 

SHADED AND DIRECTED... 
PLus PrRoPER REFLECTING SURFACES 
ON WALLS AND CEILINGS... 
EQuaLs — BEtTER SIGHT 
Vv 
Two Per Cent of Sales 
for Dealer Promotion 

Seven years’ experience with dealer 
operations have contributed to the evo- 
lution by R. Cooper, Jr., Inc., Chicago 
distributors ‘of G. E. refrigerators, of a 
controlled sales promotion and advertis- 
ing plan for their dealers. The plan is 
designed to relieve the dealer of the bur- 
den of selecting the best sales promotion 
material and at the same time insure 
him participation in all worthwhile ac- 
tivities with the minimum expenditure of 
time and money. 

Cooper’s experience indicates the 
proper use of literature, direct mail, win- 
dow display and other sales promotion 
activities, is profitable when used at the 
proper time and in proportion to the 
money available, the amount spent being 
determined by the dealer’s sales. Two 
per cent of sales has proved the neces- 
sary expenditure for proper adminis- 
tration of these activities and the dis- 
tributor is insistent that this amount shall 
not be exceeded or left unused. 

v 
A. H. Nicoll Lauds Contractors 


For the second successive year, the 
annual convention of the Pacific Coast 
Electrical Association took the form of 
a “Convention in Print” in the June 
issue of Electrical West. Leaders of 
the electrical industry on the Pacific 
Coast contributed timely papers and re- 
ports of the various committees of the 
Association were printed. 

The wholesaling branch of the in- 
dustry was represented by A. H. Nicoll, 
manager, Graybar Electric ‘Co., San 
Francisco, and chairman of the Pacific 
Division of NEWA. Mr. Nicoll, in a 
paper entitled “One for All—All for 
One,” praised the electrical contractors 
for their remarkable improvement in 
self-confidence. “Today, through the 
influence of the contractors’ code,” he 
stated, “we find our contractors ap- 
proaching their customers with a spirit 
of confidence and pride, and selling their 
services as a necessary part of any in- 
dustrial or commercial layout. . . . We, 
of the other branches of the industry, 
should support the electrical contracting 
fraternity in its endeavors to secure the 
living wage which is a just reward for 
their experience, ability and integrity.” 




















Profitable-because 
a. they are 
Practical 


BREEZO jobbers and dealers 
make money on fans because 
they sell PRACTICAL fans! By 


that, we mean: 


1. Fans of correct design: 
BREEZO fans deliver a large 
volume of air with minimum 
horsepower, are very quiet. 
It has not been necessary to 
alter the design of Breezo 
fans in an attempt to im- 
prove performance. 


2. Fans of durable construc- 
tion: Light, strong, all-steel 
BREEZO fans are practically 

unbreakable; heavy duty motors with plenty of copper; do not require 

artificial ventilation. 


3. Fans which require no servicing: Once installed, the dealer re forget a 
‘BREEZO fan. Requiring lubrication only once in 1500 hours, and no other 
adjustments, the sturdy, steel construction and husky motor are trouble proof. 


Your Customers KNOW 
BREEZO FANS Thousands of BREEZO 


fans now in use have been operating for years without repairs. Your customers 
know their reputation for performance. Why handicap your men in the sale of 
ventilating fans? Have them sell the KNOWN line with the certain PROFIT. 


WRITE FOR NEW BULLETIN 


A new 12-page bulletin, just off the press tells how to SELL Breezo Ventilating 
Fans. Send for a copy today—ask for Bulletin 2321. 


BUFFALO FORGE COMPANY 
201 Mortimer St. - - Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


—for Better Ventilation 


BREEZO FANS 
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New iTeEmMsS 
ANNOUNCED 
IN CAT. No. 16 






The Peerless Wireman’ 


Type “M-71,” Magnetic Contactors—Refer page 64. For con- 
trolling hot water electric heaters, oil burners, refrigerators and 
many other modern necessities. 





Combination Range and Meter Service Switch—Refer page 88. 
M-S-F Sequence .... sealable main and range fuses... . 
interlocking cover. 


600 Ampere Vystipe Clamp Fuse Blocks—Refer page 148. 
Mounted on slate bases . . . . fuse clamps identical with those 
on “RB” Safety Switches which have gained country-wide favor. 


Enclosed Vystipe Clamp Fuse Blocks—Refer page 149. 


Solderless Connectors—Refer page 153. A new idea in solder- 
less connectors .... simpleindesign ... . effective in opera- 
tion. Complete line rated 30-600 Amperes. 


Hixley Anchor Taps—Refer page 154. Permits joining of cables 
and in addition provides in itself a cable support when needed. 
Available in three sizes to accommodate cables from size 1/0 to 
1,000,000 C.M. 


You will find it easy to locate immediately any item listed in 
new Trumbull Loose Leaf Catalog 16. 


All information is at your finger tips for immediate service 
to customer ... whether over the phone or personal interview. 


The Trumbull Electric Mfg. Co. 


Plainville, A GENERAL ELECTRIC @ ORGANIZATION Conn. 





Prices Reduced on Larger Sizes 
of Mazda Lamps 


Reductions ranging from 10 to 30 
cents in the list price of the 150, 200, 
300, and 500 watt Mazda general light- 
ing lamps went into effect on June 25. 

“Though a reduction in lamp prices, 
in reflecting a wider sale of certain 
sizes, has always indicated the use of 
more light by the general public, this 
last reduction has a particular signifi- 
cance. Lamps of these wattages have 
heretofore enjoyed popular use princi- 
pally in factories, stores, offices, and 
other classes of commercial buildings. 
Today,” according to D. S. Young- 
holm, general manager, Westinghouse 
Lamp Co., “there is a decided trend 
towards the use of higher wattage lamps 
in the home. It shows that the public 
is beginning to realize the value of bet- 
ter lighting for better seeing.” 


v 


1934 Electric Range Campaign 
Launched in Philadelphia 


Complete plans for the 1934 Electric 
Range and Water Heater Campaign, 
sponsored by the Electrical Association 
of Philadelphia, were disclosed at a 
huge Announcement Dinner and Ex- 
hibit held at the Hotel Pennsylvania on 
June 12. George R. Conover, manag- 
ing director of the Association, pre- 
sided and addresses were made by 
George E. Whitewell, Philadelphia 
Electric Co., A. L. Hallstrom, Graybar 
Electric Co., and A. H. Kitson, A. J. 
Lindemann and Hoverson Co. 

Distributors, dealers and their sales- 
men, numbering about 500, who attend- 
ed the dinner, received the campaign 
plan book and a new 62-page electric 








Baitinger Bowlers: This is the first year 
that the bowling team of the Baitinger 
Electric Co., New York City, entered 
the Electrical League Bowling Tourna- 
ment for the metropolitan area. They 
finished in third place. This picture was 
snapped by Thomas Kirkman of the Kirk- 
man Engineering Corp., New York City. In 
the first row, from left to right are: Bill 
Schmidtt, Henry Baitinger, captain, and 
John Baitinger. The back row shows 
Charles Hummel, Louis Baitinger and 
George Baitinger. 
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Three of a Kind: Maurice Lawler, Billie 
Pau and Murray Duprey handle counter 
sales at the Fife Electric Supply Co., 
Detroit, Mich. 





range sales manual. The campaign was 
explained in detail by Lloyd G. Hertzler 
of the Association’s staff. 

Features of this year’s campaign, 
which will continue until December 24, 
include a dealers’ grand prize contest, 
a “Divisional Derby” for dealers, news- 
paper and outdoor advertising, dealer 
helps, a gift of aluminum cooking uten- 
sils for each range purchaser, public 
cooking schools conducted by the As- 
sociation and by two local newspapers, 
sales training courses for dealers’ and 
distributors’ salesmen, three-year terms, 
financing by the Philadelphia Electric 
Co. and free installation on all approved 
makes of ranges. 


v 
Wanted: A New Name for 


Incandescent Lamps 


Such terms as electric lamp bulbs, 
incandescent lamps, electric lamps, elec- 
tric lights, or just plain bulbs or lights, 
which are in common use by both the 
trade and the public, indicate the need 
for some generally acceptable and more 
explicit term, in the opinion of Roger 
Poor, lamp advertising manager of the 
Hygrade Sylvania Corp. 

“The older men of our industry,” 
Mr. Poor states, “seem to prefer the 
word ‘incandescent’ applied to ‘lamp’ or 
‘bulb.’ Yet ‘incandescent’ does not have 
any identification value because it 
applies equally well to Welsbach gas 
mantles. The single word ‘lamp’ is 
really misleading, for there are many 
other kinds of lamps—floor lamps, table 
lamps, kerosene lamps, gas lamps and 
even whale-oil lamps. The term, there- 
fore, is entirely too general. ‘Bulb’ is 
a bit more specific, although used alone 
it may be confused with plant bulbs, 
rubber bulbs, etc. Perhaps some lexi- 
cographer may yet take pity on our 
lamp bulb industry and provide a suit- 
able word or term which will be 
accepted by manufacturers, trade and 
public alike as the universal name of 
these commonplace devices.” 

















The above photegraph illustrates the convenience and 





Cramped quarters, tight corners, 
Appleton No-Thread Unilets. 


economy of using Appleton No-Thread Unilets. 
are easy for 





Tell your customers how they can 


SAVE TIME AND MONEY 


.. . With 


Appleton No-Thread Unilets 


@ To shorten the time of installation, 
use Appleton No-Thread Unilets. They are 
easier to work with in cramped corners or with 
bent conduit. All you have to do is to insert 
the conduit, tighten the nut, and the job is done. 
Appleton No-Thread Unilets are made of mal- 
leable iron with a cadmium coating—giving the 
greatest possible resistance to corrosion or con- 
stant vibration. 


Sold through Jobbers 


APPLETON ELECTRIC COMPANY 
1734 Wellington Ave. Chicago, U. S. A. 


New York—150 Varick St. Les Angeles—340 Azusa St. 
Philadelphia—530 Arch St. San Francisco—655 Minna St. 
St. Louis—420 Frisco Bldg. Detroit—7724 Woodward Ave. 


APPLETON 
No-Thread Malleable 


The Original Threadless Conduit Fittings UNILETS 





Type “T” 
No-Thread Unilet 


= ‘UNILETS” = 
=I). i} = 





Type “Cc” 
No-Thread Unilet 





Type “LL” 
No-Thread Unilet 





No-Thread Coupling 





Reg. U. S. Pat. Off. 
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REMO\) 


MIDGET 














‘The smallest WIREMOLD is 


one of our biggest money makers!” 
“Put it up in a jiffy—then it stays put!’ 
“Plenty of room to fish. Easy to push or snake!” 











HAT’S what contractors everywhere are saying 
about MIDGET WIREMOLD! 


And you can’t fool contractors on MIDGET; for 
MIDGET is built just like regular WIREMOLD— 
on a smaller scale! 

And they know it! 


WZ THE WIREMOLD COMPANY, Hartford, Connecticut 


wi 00 oun pant 
are se aren mene 











Famous for Its Fine Tone 


A Model for Every Need 


Home 
Farm 


Automobile 


110 Volt AC-DC 
2 Volt Battery 6 Volt Battery 


32 Volt Automobile 


The Simplex Radio Co. 


Sandusky, Ohio 
— aii 











Are You Selling Your Sales 
Force Short? 


By HENRY W. YOUNG 


One of the main problems facing the 
wholesaler today is to properly sell his 
sales organization to industry, to the 
manufacturer and to the world. This 
cannot be done if the wholesaler for a 
moment acquiesces to, or himself ban- 
dies about that theadbare order-taker 
phase. He well knows that, while there 
are always some individuals in every 
field of endeavor who do not measure 
up to the standard, his men, as a whole, 
do understand a great deal about the 
products that they sell, that they do ex- 
ercise intelligence, that they do know 
their territories and the needs of the 
individual customers therein. He is 
moreover aware that some of them 
know certain of their lines so well that 
they are better able to discuss and dem- 
onstrate them than some of the repre- 
sentatives of the very companies who 
makes these lines. 

I have always been fascinated by big 
maps stuck full of yellow and black and 
blue and pink pins. In the manufactur- 
ers’ sales offices, very frequently these 
pins represent distributor outlets. Occa- 
sionally, I have attempted to find out 
something as to the background of these 
pins. Mostly I found that each was just 
a pin—perhaps blue if it represented a 
good distributor, or yellow if a whole- 
saler about to get the axe. 

“How many salesmen has this one 
got?” 

“Oh, we have no information as to 
that.” 

“What territories do the salesmen of 
this one cover ?” 

“Don’t know.” 

Wholesaler outlets to most people 
mean just that—wholesalers. If a man- 
ufacturer has 50 wholesalers, he thinks 
50 outlets. He seldom revolves the idea 
in his mind that if there are an average 
of 10 salesmen to a house he has 500 
salesmen to utilize. Now do not get 
from that that he does not know about 
what that average is, or that he has 
never given a thought to the wholesal- 
ers’ salesmen. What I do say is, that 
his thoughts revolve around 50 whole- 
salers and whether they are doing a job 
for him, and not around 500 salesmen, 
what kind of fellows they are and what 
they might do for him. 

What would happen, do you suppose, 
if wholesalers did such things as these: 

Promised themselves and kept that 
promise, that they would never again 
speak of their own salesmen as order- 
takers. Furthermore, if an outsider, be 
he manufacturer or customer, used the 
term they would courteously but firmly 
call that person’s attention to a serious 
error which he had made. 
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Direct Evidence: 


Nat Brenner’s tale of big muskies, here 


Should anyone doubt 


is absolute proof. Mr. Brenner, who is 
president of the Amber Electrical Supply 
Co., Chicago, was the only one of a party 
of 24 able to catch one of these hard- 
fighting fish. One of the two weighs 24 
and the other 18 pounds. . 





Mapped out their whole territory and 
shaded the parts which each salesman 
covered, giving the name and qualifica- 
tions of each salesman. 


Photographed their salesmen and 
made up composite sheets showing not 
only the pictures of these men but giv- 
ing in brief the background of their ex- 
perience and indicating in what fields 
they were particularly qualified or in 
which they were specializing. 

Printed lists of these men, showing 
where they could be reached at home as 
well at the office. 


And suppose again that general infor- 
mation, of which the above is the mer- 
est suggestion, were presented in 
printed form in various ways from time 
to time and widely circulated in two 
fields, one of which is the field to which 
the wholesaler sells and the other the 
field from which he buys. 


Now one final supposition. If this 
class of “informative propaganda” were 
to be disseminated, not by a few but by 
the majority of wholesalers, the effect 
would be to make the supplier as well 
as the customer think of the wholesaler 
in terms of a selling organization rather 
than a middle man. 

It is true that the wholesaler func- 
tions as a warehouse, as a credit bureau 
and as a guarantor of numberless small 
accounts. But these functions fade into 
obscurity if he does not sell the goods. 
Above all, these wholesalers function 
not simply as “outlets” through which 
goods are permitted to trickle, but as 


sales organizations by means of which ° 


real “head” or pressure is put upon the 
process of distribution. 





CRESCENT facilities for Producing 
RAILWAY SIGNAL CABLE 
PARKWAY ARMORED 


is your assurance that 
this company is 
equipped to manufac- 
ture any type of wire 
or cable ordinarily re- 
quired by industry. 
You can safely turn to 
CRESCENT to fill 
your wire and cable 
needs. 
















For economy 
and service 
make CRESCENT 


your regular source 


of supply 








CRESCENT PRODUCTS — a Complete Line 


“Crescent’’ Varnished 
Cam bric Cable, 
Lead Encased or 
Braided. 

“Cresfiex’” Non-Me- 





“Crescent” Lead En- 
cased Wire and 
Cable. 

“Crescent” A. B. C. 
Armored Bushed 


“Crescent” National 
Electric Code Rub- 
ber Covered Wire 


and Cable. 
Intermediate Grade 


Cable. tallic Sheathed 
Rubber Covered “ ” 
Crescent” Lead Cov- Cable. 
Wire and Cable. ered Armored “Crescent” Flexible 
“Imperial” 30% Rub- Cable. Cords. 
ber Covered Wire “Crescent” Flexible “Crescent” Parkway 
and Cable. Metallic Conduit. Cables. 
ALL KINDS OF SPECIAL WIRES AND CABLES 














“Forty-Five Years of Knowing How” 


CRESCENT 
INSULATED WIRE & CABLE CO. INC 
TRENTON, 
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FLOOR BOKEZ 


stallations that are free from 
moisture and mechanical injury. 
It is a neat, compact general 
purpose outlet that is easy to in- 
stall without special tools. No 
superfluous parts to lose or come 
loose. Ideal for home or small 
store where a neat serviceable 
outlet is required that can be 
installed quickly without marring 
the finish of the woodwork. 


FULLMAN 


* LATROBE, - 





Latrobe has designed the No. 330 Tom Thumb Utility Outlet especially 


for use in wood floors, mantels, baseboards, show windows and other in- 


TOM THUMB 
UTILITY 
OUTLET 


ote i 


MFG. CO, 


PA. * ° 











Manufacturers of Quality Floor Boxes and Wiring Specialties 














AUTOMATIC 


Synchronous 


TIME-SWITCH 


> Simple and dep ou y 
parts. Automatically and simply opens 
the circuit at any predetermined time. 
It is sturdily built, and designed to give 
years of continuous service. 





dahl 





The contacts are of fine silver, with a 
quick make and break, and will stand at 
least a 25 percent overload. 

It is simple to install; easy to set the 
trip levers—no delicate and intricate 
parts to adjust. 

We manufacture Time Switches in all 
types and sizes, and in any arrangement 
of circuits. All switches are guaranteed 
free from mechanical defects for one 
year, and will be repaired or replaced 
free of charge, f. o. b. Mankato, Minn. 


AUTOMATIC ELEC. MFG. CO. 


MANKATO, MINN. 
EE LL CE A LTE 


b Ai ie lie. 








SHERMAN 


RIGID GROUND 
FITTINGS 


FOR SOLDER AND 
SOLDERLESS 
WORK— 







GF 5 


FITTING FOR 
RIGID CONDUIT 









Solder 
SOLD THRU 64 
" 

JOBBERS Solderless 





This Fitting is manu- 
factured in a manner 
which provides absolute 
protection to the ground 
wire connection. Made 
with a heavy cast brass 
soldering lug which allows a soldered 
or a solderless connection. Adjustable 
to any position, easy to install as clamp- 
ing screws need not be removed. Pipe 
clamp may be reversed for use with 
ground rod. 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, - = MICHIGAN 
ESE eT TIS aE ea 





Latest Trade Literature 
NATIONAL BoaArD OF FrrRE UNDER- 
wRITERS, 207 E. Ohio St., Chicago— 
List of Inspected Electrical Appliances, 
May, 1934. 


SimpLet Exectric Co., 5100 W. 
Ravenswood Ave., Chicago—Catalog 
500 (12 pp.) describes the rectangular 
and flush switch series of “Simplet” 
conduit fittings, both threaded and no- 
thread. 


GENERAL EL ectric Co., Schenectady, 
N. Y.—‘‘How to Sell Insulated Cable”, 
an 80-page reference book presenting 
information required to determine the 
cable best adapted for a particular ap- 
plication, including conductor size and 
type of insulation. 


IDEAL COMMUTATOR DrESSER Co., 
Sycamore, IIl.—Broadside describing 
the “Ideal” line of commutator tools and 
accessories. 


Warp-Leonarp Co., Mt. Vernon, N. 
Y.—Bulletin 2501, four pages. “Battery 
Charging Rheostats and Resistors.” 


GENERAL CABLE Corp., 420 Lexington 
Ave., New York City—Four-page bul- 
letin describing “Thiokol” Sheath, a 
new development in series street light- 
ing cable. 


STANLEY ELEctTric Toot Co., New 
Britain, Conn.—Catalog 64 (46 pp. ill.) 
covers the complete Stanley line of elec- 
tric tools. 


BurEAU OF ForEIGN & DOoMESsTIC 
CoMMERCE, Washington, D. C.—A 48- 
page “Bibliography of Information on 
Air Conditioning”. 


BENJAMIN ELectric Mrc. Co., Des 
Plaines, Ill—‘“Design and Equipment 
Data” for recreational applications of 
floodlighting, a 40-page illustrated bul- 
letin; also “Floodlighting of Soft Ball 
Fields” (four pp.), “Building Business 
for Service Stations”, (12 pp.), and 
“Turning Night-Time Into Play Time” 
(16 pp.). These bulletins present au- 
thentic reproductions of night views, 
layouts and descriptive information. 


NATIONAL Union Rapio Corp., 400 
Madison Ave., New York City—A new 
edition of the National Union Log Book 
to which has been added a two page, 
world-wide short-wave time table. 


NATIONAL CASH REGISTER Co. (Mer- 
chants Service Bureau), Dayton, Ohio 
—‘“Operating Expenses”, 26 pp. Mar- 
gins, net profits, stock turns in retail 
and wholesale business with a table 
showing how: much a sales person 
should sell. 

THE ELectric ASSOCIATION OF PHIL- 
ADELPHIA—“Electric Cookery—A Man- 
ual for the Salesman”, contains 62 pages 
of practical selling information on elec- 
tric ranges for the salesmen of distribu- 
tors and dealers. 
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HyGrRaADE SyLvANIA Corp., Salem, 
Mass.—Pocket-sized folder containing 
a convenient list of recommended foot 
candles for industrial interiors, com- 
mercial interiors and outdoor lighting, 
together with tables of light absorption 
of colors on ceilings and walls and in 
transparent and translucent glass, 


Classified Ads 


Men Available 
Wholesaler's or Manufacturer's Sales- 


man: Well acquainted with the electrical 
wholesaling trade in Ohio, Kentucky, 
West Virginia and Tennessee. Back- 
ground includes six years of technical 
training, six years as a _wholesaler’s 
salesman and an eight-year connection 
with a prominent manufacturer covering 
the above territory. Can furnish refer- 
ences. Address Box 71, Electrical 
Wholesaling, 520 N. Michigan Ave., Chi- 
cago. 








Manufacturers’ Representative: Con- 
nected with wholesalers and dealers in the 
Republic of Cuba for 15 years on automo- 
tive, radio and electrical wiring devices and 
appliances. Offers sales organization serv- 
ice on commission basis. Would consider 
proposition covering all West Indies. Ad- 
dress Box 72, Electrical Wholesaling, 520 
N. Michigan Ave., Chicago. 


v 
Manufacturers Agents Wanted 


Sales Representatives: Manufacturer of 
conduit fittings wants live sales representa- 
tives in all large cities. Advise lines now 
being carried and territory covered. Ad- 
dress Box 73, Electrical Wholesaling, 520 
N. Michigan Ave., Chicago.. 


v 


Warehouse Facilities 
Warehousing Service Available: In 
heart of Chicago’s electrical supply district, 
with or without selling representation, tele- 
phone or stenographic service, at a very 
low rate. Available space of 2000 sq. ft. is 
suitable for wire, fittings or appliance man- 


ufacturers. Address Box 74, Electrical 
Wholesaling, 520 N. Michigan Ave... 
Chicago. 
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RUBBER TAPE 
NO rma ccomti comer 4) 





refer to 
*CELECTRICAL 
CONTRACTING’? 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 

















FRETZ-MOON CONDUIT 
IS MADE UNDER 
SCIENTIFIC CONTROL 





THE operator, shown above at a control table in the 
Fretz-Moon plant, throws switches, turns valves and sets knobs—then modern scien- 
tific instruments take over the control of the furnace and mill that produce Fretz- 
Moon Conduit. @e The huge coils of steel skelp are, of course, threaded by men into 
the machines which level and feed it into the Fretz-Moon continuous furnace. Other 
specially-trained men carefully watch the operation of furnace and mill, as well as 
following operations. But actual control of the “continuous process” is entirely auto- 
matic. Modern instruments measure the temperature of the furnace and hold it ac- 
curately to the degree desired. Other instruments check and maintain the proper rate 
of travel of the steel skeip through the furnace and welding rolls. e Thus, as the 
skelp is formed and welded into pipe which, after finishing operations, becomes con- 
duit, every foot of it has been in the furnace for a definite period of time and is at the 
definite temperature required for perfect welding. @ Contractors who use Fretz-Moon 
Conduit remark on its uniformity, its ease of working— 
bending, threading, cutting, etc. You, too, can profit from 







UNDERWRITERS” 
LABORATORIES 







UNDERWRITERS” 
LABORATORIES 





STEEL AND TUBES, INC. 
CLEVELAND - OHIO 


EXCLUSIVE SALES AGENTS 


FRETZ-MOON 
4G Rigid 


conduit 










UNDERWRITERS” 
LABORATORIES 

INSPECTED 
CONDUIT 
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1-—-The Strand 
is taped and cut 
to the proper 
length forserving 


2 4 F-\el its) (0) ae) 
Servi-Sleev over 
Sea- bere mmaclmob bers 
belled end toward 


red Eebeohe) 





3 —Slip the belled 
end of Servi 
Sleev over the 
free 


Sea bere 


4-A few light 
taps with the 


pliers or wrench 


and the job i: 


completed. 


THE HUBBARD 
eS 


Used Wherever Guy Strand 
ls Used 
No Wires to Cut! 
No Binding of Loose Ends 
No Crimping or Tightening 


May be used more than once 


JUST DRIVE IT ON! 


SELL ONE WITH EVERY CLAMP 


Samples on Request 


HUBBARD & COMPANY 


Pittsburgh Oakland 
Chicago Fae Calif 
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WHOLESALERS 
SELL THE NEW 


STAR 
TEST PLIERS 


ACOMBINATION tool 
for removing blown 
fuses and testing elec- 
trical circuits, base re- 
ceptacles and grounded 
fixtures. It is made of 
bakelite and fibre and 
embodies a carbon lamp 
in series with a 1600 
ohm resistance. It will 
indicate voltage of 65 to 
250. By extending the 
bottom prongs it can be 
used for testing base 
receptacles. One side of 
the plier is assembled 
with screws so that the 
lamp can readily be 
changed. One of the 
advantages of this plier 
is that only one hand 
is used for testing, thus 
avoiding any unpleas- 
ant or dangerous shocks, 


ORTESTING BASE PLUGS. 


Here is something you can 
sell on every call 


ORDER ONE TO-DAY 
or send for literature and discounts 


STAR FUSE CO., Inc. 
235 Canal St., - New York City 
































Profitable Line 


Insulated Wire 
for Jobbers 
Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 


Asbestos Covered Resistance 


Wires 


The Holyoke Company, Inc. 
720 Main Street 
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BURNDY 


ENGINEERING CO., INC. 


305 CAST 45m STREET, NeW YORK 








Holyoke, Mass. Y 
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ere s a Break for Us" 


----says a wide-awake Jobber 
pointing to the back of his 


Slipknot Automatic Salesman 
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And your name and address 
is not merely “printed” on 
the Slipknot Automatic 
Salesman — it’s actually 


baked-on to the enamel in 


high-temperature ovens for 


Se permanence. 





“We’re not so much interested in the profit on the first order 

(quoting the same Jobber), it’s the repeat business, not only on 

Slipknot Friction ‘Tape but on all our lines, that’s stimulated by 

our advertisement. There’s no better place for a Jobber’s name 

than right in front-of the Dealer!” 

And Slipknot Friction Tape is EXTRA Adhesive—Can't Dry Out 
—Greater Tensile Strength—Edges Can't Ravel. 


Sold thru Jobbers only. Write today to 


PLYMOUTH RUBBER COMPANY, inc. 
(WVUUMIPEWRGEST rusBERIZERS OF CLOTH IN THE WORLD =~ 


CANTON, MASS. 











You have to know what’s inside 
the Fuse—If you want to get 
and hold Fuse Business 


M°e:? fuses look about the same—but they don’t act the same in the fuse clips. Why should 
they? Some are designed to give service and protection—others are just thrown together to 
sell to unwary buyers. 








When you open up fuses to learn what’s inside you quickly learn that BUSS Super-Lag Fuses 
are different. They are made to sell too—but to sell because they give outstandingly different service. 


Maybe you will be surprised to find how many things there are to talk about in the BUSS design. 
Every part has been worked out to overcome some weakness found in ordinary fuses or to provide 
additional features that add to the satisfaction of using BUSS Super-Lag Fuses. 


Many of the features in BUSS design cannot be copied 
by others because they are protected by patents. 


How to be the Leading Fuse Salesman 
in Your Territory 


You are on the road to becoming a leading fuse sales- 
man when you begin to understand why the design of a 
fuse has everything to do with the kind of service the 
fuse will give. Looking inside a BUSS Fuse and study- 
ing its design will give you actual, provable facts that vou 
can use in selling. It will enable you to show any fuse 
user why it will pay him to buy BUSS Fuses from you. 





‘‘It’s the 
BUSS design 
that reduces 
your Out- 
of-Service 
Losses’’ 


How can you learn what’s inside the BUSS Fuse? 


That’s easy: just refer to the BUSS Price sheet in your 
binder—or ask the BUSS Fuse man in your territory. 
That’s not much trouble and it will pay you handsomely 
in added sales. 


BUSSMANN MFG. CO.., St. Louis, Mo. 


A division of the McGraw Electric Company 


FUSE 




















You have to know what’s inside 


